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Rough Proofs 


Gladys the beautiful receptionist 
ays she doesn’t care, Mr. Willkie 
vas voted the handsomest man run- 
ning for the presidency, anyway. 


a ae 


“More Business, More Friends, 
Need of Banks,” headlines ADVER- 
risING AGE. 

And in these important respects 
the banks are certainly not alone. 


> a oe 


Pabst Blue Ribbon won the blue 
ribbon in the outdoor art exhibit, 
which seems to suggest even to the 
uninitiated that the advertising is 
just as good as the beer. 


©] 


Holgar Johnson suggests. pre- 
selection of life insurance salesmen 
in university classes. But the col- 
lege boys who used to plan to sell 
bonds are now fully determined to 
crash the advertising business. 


- = 


Jesse Jones says U. S. income 
was up nearly three billions this 
year as compared with last, and 
some of those undecided voters 
must have seen the figures just 
before November 5. 
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“Unbelievable” is the name of a 
new magazine which aims to “ex- 
pose fascism in America.” 

It’s incredible! 


7, FF 


Price Gilbert sang a few bars 
from Beethoven’s Fifth Symphony 
to show a convention audience the 
power of repetition. It’s just as 
simple as advertising Coca-Cola. 


ow + 


Most of the popular songs are 
copyrighted, and most of the clas- 
sics from which they were bor- 
rowed are in the public domain, 
which seems to make that matter 
of new radio theme songs fairly 
simple. 

7 ¥ ¥ 


Maybe the reason most consumers 
are sticking to paste in spite of the 
Vigorous promotion of tooth powder 
and liquid dentifrices is that the 
collapsible tube represents the ulti- 
mate in labor saving. 
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C. P. Fisken admits selling 1,100,- 
000 new cars isn’t such a big ac- 
complishment, because to do _ it 
Chevrolet dealers had to buy twice 
as many old ones. 


oe 


e replacement market is the 
immediate objective of the refrig- 
er-ior manufacturers, but maybe 
they'd first better take a good look 
ie bulging second-hand car lots. 


a ae 
no good reason, the plan of 


msin cheese manufacturers to 
pr ote 


gi suggests the famous lines from 


limburger for Christmas | 


Agencies Ask 
Radio Committee 
to Amend Code 


Longer 


Child Programs 


Commercials. 
Needed for Contests, 


VACUUM CLEANER 


| Hummert for ASCAP 


New York, Nov. 7—Acting as 
a private citizen vitally con- 
cerned with the musical fare of 
the American public, E. F. Hum- 
mert, vice-president of Blackett- 
Sample-Hummert, today dis- 
closed that he is preparing a 
protest to be filed with the Fed- 
eral Communications Commission, 
calling that body’s attention to 
the possible elimination of “mu- 
sic the public loves” from the 
airways after Jan. 1 as a result 
of the ASCAP-broadcasters’ 
stalemate. 

Mr. Hummert’s action is the 
first move of its kind made by 
an agency executive since the 
music battle began. He pointed 
out that his concern over the 
situation springs from his work 
as writer and producer of more 
than 20 current radio shows, 

The Hummert plea will re- 
quest the FCC to step into the 
controversy and retain for the 
public music by such composers 
as Irving Berlin, Victor Herbert, 
Jerome Kern and Oscar Ham- 
merstein. Unless the stalemate 
is broken, he declared, the only 
music that will be available to 
the public after Jan. 1 will be 
the unfamiliar works of Euro- 
pean composers. 

Mr. Hummert made no men- 
tion of the catalog of Broadcast 
Music, Inc., which the radio in- 
dustry has set up as a new mu- 
sical source. 


Chicago, Nov. 7—Chicago adver- 
tising agencies today asked the code 
compliance committee of the Na- 
tional Association of Broadcasters 
to permit more time for commer- 
cials on children’s programs and 
those involving contests on the 
ground that both require more 
elaborate explanations than other 
types of promotion. The consensus 
was made evident at a round table 
at the Stevens Hotel this afternoon, 
following a closed morning session 
of the committee, headed by Edgar 
L. Bill, manager of Station WMBD., 
Peoria, Il. 


In Advisory Capacity 

Mr. Bill explained that the code 
committee acts merely in an ad- 
visory capacity and that any change 
in the time limits must be made by 
the membership of the association. 
The commercial section of the code, 
| which took effect Oct. 1, 1940, pro- 
vides maximum daytime commer- 
cials of 3:15, 4:30 and 9 minutes 
on 15-minute, 30-minute and hour 

(Continued on Page 33) 
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Entirely different from the conventional 
| home cleaner is this new unit being in- 
| troduced by Air-Way. (Story on Page 6.) 


Fewer Dealers and 
Closer Teamwork 
Help Chevrolet 


Advertising Worth Its 
$14,000,000 Annual 


Technique Proves 


|ances of leading practitioners whose 


Heightened Election Role 


Played by Advertising 


New Type of Political 
Market Research Mg 


Message Displaces 
"Vote for Me'’ Copy 


New York, Nov. 7.—The slam- 
|bang political battle just fought to 
ja conclusion in the national arena 
was characterized by many novel 


s ao 
Value in Election } 
eatures, not the least of which was 


Scientific Polls Hit Close | th important role played by ad- 


. vertising and advertising men in the 
on Forecast of Voters campaign strategy of both major 


. | parties. 
Actions Advertising men agreed that the 
most notable difference between the 
campaign just ended and all pre- 
vious campaigns was the emergence 
of merchandising and selling copy 
for political parties, candidates and 
los | points of view in place of the con- 
methods of gauging public opinion | ventional buckeye reminder copy 
have already won almost universal signified by the name and picture 
acceptance in the advertising field. | of the candidate, combined with the 
Regardless of the letdown or exhil- | stentorian shout, “Vote for Me.” 
aration advertisers experienced a Advertising took to long copy, 
a result of yesterday’s balloting, | packed with arguments, quotations, 
they tossed their hats in the air in| testimonials and selling punch, and 
acclaiming Elmo Roper, George /layout and illustrative technique 
Gallup and Archibald Crossley. also displayed the hand of the pro- 
Of the nine polls which attracted | fessional. 
widespread attention during the! It was generally agreed that 
pre-election period, five predicted emergence of this type of advertis- 
results with reasonable accuracy.|ing heralded a new era in political 
Four of these were conducted by |advertising which has been visual- 
well known commercial research ized in recent years by outstanding 
specialists, while the fifth was a/local campaigns, but which has not 
newspaper survey of expectations|heretofore appeared so generally 
in New York State alone. The other | on the national scene. 
four polls are off considerably to | 


BY IRWIN ROBINSON 


New York, Nov. 6.—Market re- 
search stock was booming today 
thanks to the election poll perform- 


Cost, Says Fisken 


Chicago, Nov. 7.—Vital changes | 
in dealer and other merchandising | electoral tally is 468 to 63 for Mr. 
policies by the Chevrolet Motor Car | Willkie. The box score for all nine 
Company were credited by C. P.| polls is shown on Page 4 
Fisken, director of advertising of | Uses “Attitude Question” 
General Motors’ chief division, with | 
playing a leading role in the march | Mr. Roper, whose forecast on 
which has carried Chevrolet to first |Monday was only six-tenths of 1 
place in automobile sales and made | Per cent off the actual popular vote 
\it profitable to expend the largest | tally, told ADVERTISING AGE that in 
annual advertising appropriation for | his opinion the adoption of a revised 
one product in the country, $14,000,- | method of questioning prospective 
1000. voters was largely responsible for 

Speaking today at the annual out- the accuracy of the poll. Instead of 
door advertising art exhibit spon- | asking specifically which candidate 
sored by the Chicago Federated Ad- | was the voter’s choice, Mr Roper’s 
|vertising Club, winners of which | field staff employed a four-part “at- 
are reported on Page 18, Mr. Fisken |titude question.” Comparison of 

(Continued on Page 8) (Continued on Page 4) 


say the least. At this 


Last Minute News Flashes 
Pine Brothers Tests Vitamin Candy Roll 


Philadelphia, Nov. 8.—Hard on the heels of its introduction of 
Alka-Aid. 10c antacid tablet, Pine Brothers is introducing Vita-Mint, 10c 
roll containing “the average daily requirements of the four essential 
vitamins, B,, B., C and D.” Test copy broke in newspapers here today 
following distribution of free cartons to 3,000 drug, confectionery and 
cigar stores. McKee & Albright is the agency 


Five States Join Maine in Potato Promotion 

New York, Nov. 8.—Five New England states have joined Maine in 
the promotion of potatoes, Sturges Dorrance, president of Brooke, Smith, 
French & Dorrance, which handles the account of the Maine Develop- 
ment Commission, announced today. The first project of the new group 
will be a 10-day campaign in Maine, New Hampshire, Vermont, Massa- 
chusetts, Rhode Island and Connecticut, urging 
anticipation of a price advance Dec. 15 


housewives to buy in 


. a) ae 
T.» Witching Hour”: Abrams Succeeds Cook in “CP” Range Post 
delicate odor of mignonette, DIRECTORY OF FEATURES New York. Nov. 8.—James R. Abrams, for the past seven years with 
ne host of a dead and gone Ad-libbing 12 | Congoleum-Nairn, Inc., was today named advertising director of the 
that tells of her story, yet Basic Business Index 32 | “CP” program being sponsored by the Association of Gas Appliance and 
way? ee ee ee Business Digest 24 Equipment Manufacturers. He succeeds A. F Cook, ranges beget 
+4 | six manufacturers have contributed $115,000 for the current effort tying 
y,vy, Editorials 12 . 2 rower Z oa 
Getting Personal 2% up with the American Gas Association campaign. 
ndell Willkie will spend the : ‘ . . ‘ 
ne. four years listening to second | "formation for Advertisers '2 Jelke, Bendix Appliances to Young & Rubicam 
gu sers telling him just how he Obituaries 33 Chicago, Nov. 8.—John F. Jelke Company, Chicago margarine com- 
cc have landed those missing | Photographic Review 35 | pany, and Bendix Home Appliances, South Bend, have placed their 
50 100 votes. Rough Proofs ....... 1 | accounts with the Chicago office of Young & Rubicam, effective immedi- 
Copy CuB. | Voice of the Advertiser 20 | ately. 


writing | 
President Roosevelt’s popular vote | 


Expenditures Exceed $5,000,000 


Although the total amount of 


is 54.6 per cent of the total and his | money poured into various media 


l ‘ “$e 
in an effort to sway public opinion 


can only be estimated, \the sum 
certainly exceeded the figure for 
jany previous election year and 


probably approximated $5,000,000. 

Other highlights of the political 
|}campaign which involved advertis- 
\ing included: 
| 1. A pre-election charge by the 
Democratic National Committee 
that the Republicans were attempt- 
ing to “buy the election” by spend- 
ing $15,000,000 in advertising, in 
flagrant violation of the Hatch Act. 
2. Active participation in the 
‘campaign by a large number of ad- 
vertising men, most of whom were 
‘in the Willkie camp. 

3. A charge broadcast by Dor- 
othy Thompson that glib copywrit- 
ers were trying to “slug the nation” 
into electing Willkie 

4. The vindication of recognized 
professional pollsters, including Dr. 
George Gallup, Elmo Roper and 
Archibald M. Crossley, whose 
straw-vote measuring techniques 
had been questioned before the 
election 

5. The defeat of Bruce Barton 
and Paul L. Cornell in their quest 
for senatorships from New York 
and Connecticut respectively 


Prediction Borne Out 


In a story published by Apver- 
TISING AGE seven months ago, be- 
fore the Hatch Act limiting cam- 
paign expenditures became law, it 
was predicted thet political adver- 
tising outlay this fall would reach 
$5,000,000. This advance estimate 
appears to have been borne out, 
according to all post-election in- 
formation. available. 

Radio gained the lion’s share of 
the election gold, with network and 
spot billings combining for an esti- 
mated total of $2,500,000. News- 


papers also participated heavily in 
the political bonanza to the tune of 
$2,000,000, 


with outdoor posters, 


at 
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Pa —_—___——— - —_—_—— ——__—— - 
a: ad displays, direct mail and mains \s placed advertising in the spotlight "REASON WHY" COPY EXTENSIVELY USED IN POLITICAL DRIVE 

| accounting for the remainder. some weeks before election by anne ae —e sane nena enema een 
: An indication of the vast increase | charging the Republicans with plan- 

inadvertising expenditures for ning an “advertising blitzkrieg” in | - a ee 
newspaper copy can be gained from jan effort to win the election for | Who are America’s Foremost Appea: 


an examination of linage carried by |Wendell Willkie. He declared that | MR FLYNN? 


the eight papers published in Man-|his opponents planned to spend 


hattan. One paper alone, the New $15,000,000, despite the Hatch Act. | (“<n 8 to the challenge of 
eek . | cl the 

York Times, carried $65,000 worth Republican ieaders denied the} Oemewetis Notional Commies ) 

of political advertising during the charge and declared that expendi- meee —— 

past five weeks. That sum was tures were being kept within legal a 

more than double what all eight limits. To Those Who Still Have 


New York papers received from po- 


: , . MIND 
litical groups during the 1936 cam- Admen in Willkie Camp AN OPEN 


paign. Mr. Flynn also charged that the Between The Two 
i ee . . predominant support of newspapers | . 
New York Figure High for the Republican candidate was | T-- ” ee 


The combined total of political |due to a “financial dictatorship” ex- | NRIs oF tee 
copy carried by the eight papersj|ercised over the papers by big ad-| mrarecend 
this fall cost about $165,000. The'|vertisers. He challenged the news- | : r 
greater share of this business came |papers to print his charge, which | 


\Sorry, Mr. Willkie... 
_t wi 


from pro-Willkie groups, although | they did in a body. here we get off the fence! VE] 
Roosevelt supporters also told their} Among the many advertising ex- ‘Wiles 
views in paid space. ecutives who actively participated 


rinsr = 


It is estimated that the New York |in the Willkie campaign on a broad — 
papers received less than 10 per|scale were the following: Hill 
cent of all political advertising, | Blackett, Blackett - Sample - Hum- 
since heavy investments in adver-|mert; Stanley Resor, Henry C. 
tising were reported throughout | Flower and Walter R. Hine, J. 
sections of the country in which the | Walter Thompson Company; Robert 


~ | -<c.._ ~} 


election result was considered |L. Johnson, the magazine publisher; 
doubtful. Thus a reasonable pro-|John Orr Young and Roy S. Dur- . 7 ma ai 


jection for the nation as a whole |stine, both heads of their own agen- | 
permits an estimate of $2,000,000 | cies; James R. White, Rickard & | 
for the newspapers’ share. Co.; H. K. MeCann, McCann-Erick- | 

Edward J. Flynn, chairman of the|son; J. Stirling Getchell, head of | 
Democratic National Committee,|his own agency; A. L. Billingsley, | 


This mass of newspaper advertising, differing radically in style and technique from the type of political advertising hereto- 
fore associated with American elections, appeared in a single week in New York newspapers. 


Fuller & Smith & Ross; L. R. Wasey, _ sales generally went upward 
|Erwin, Wasey & Co.; Richard Comp- | in comparison with that year. 


f tt on tf e If ‘ton, Compton Advertising; Raymond The old-style political advertise- 
| ence and Chester J. LaRoche, ment, consisting of a candidate's 
f & / , ] Young & Rubicam; Maubert St.) picture, and the message, ‘Vote for 
or your Early ‘4 
{/ 


4 bmn ll and Stanley J. Keyes, Jr.,| Zilch for Coroner,’ went by the 
St. Georges & Keyes; Charles C.| boards, apparently explaining muc! 
Younggreen, Reincke-Ellis-Young- | of the decline in newspaper linage 
green & Finn; and Thomas L. L.|On the other hand, large-space 
Ryan, Pedlar & Ryan. copy, attempting to do a definit 
The final week before election | selling job, and generally sponsored 
was enlivened by a Dorothy Thomp- | by special groups or organizations 
son radio address, sponsored by the was used on a much wider scal 
|Businessmen’s League for Roose- | than ever before. 
velt, in which she sharply criticized Roundup Highlights 
advertising. She described adver- 
tising as a shady art by which Highlights of the ADVERTISING 
|}people are sold cures for diseases AcE round-up follow: 


\they don’t have. . . ee 
f"Damning Willkie and his adver-| 4 CHICAGO Newspaper linage fo 
|tising supporters, she asserted that 38,556 lines, off approximately 31 
“the general theory in the trade is |“°" re agg Sie 
per cent from October, 1936, wher 
| that if an article has a little merit, 55,590 lines were used. The up- 


jenough advertiong Will put it over.’ surge in linage during the first four 
days of November was not expected 
Rep. Bruce Barton, president of to change this picture in any im 
. o . . *p. “uce ar . res - on saci ‘ f 
Sell the South 3s Non-Hibernating Winter Trade Batten, Barton, Durstine & Osborn, | oa ae prego oegc 
suffered his first political defeat at “ee . See : 3 
: available. § > > a 
the polls on Tuesday. Twice elected waren. Home of Ue Cote ¥ 


FORT WORTH SHOW ATLANTA SHOW 


| Barton, Cornell Beaten 


Car owners in the Sunny South stay on the go, all winter long. Rarely are 


+s . oe coe attributed to the fact that there are 

weather conditions such as to hinder them and their “wintering” Northern to the House of Representatives | (\niy four dailies now being pub 
. ° e “= _—_— y ee ei TL . . ” A be * 

friends from driving when and where and as far as they please! from New York's “silk stocking” |)ineq in the city, whereas ther 
P . : ; ‘ $ : district, he relinquished that post to| five in 1936 
It's easy to see that this active winter market is the most logical starting = ad ' ~ ‘ | were five In 1936. 

‘ 5 campaign for the U. S. Senate. | ay rae : 7 

voint for your L9LL sales campaign. These motoring Southerners will be Gi 1 cl t seat | Democratic and Republican lin 

Cs eign. _ . eee te ‘ a 5 Y tele seat'| ; 
I x : : : I "6 . e a. —— : Caaes — age alike slumped badly, only th: 
needing and buying your automotive products before most of your other mar- the Democratic incumbent, Senator | «icscellaneous” division, compris 


mt James M. Mead, Barton ran behind | ; «as ; ; : 
> “ven get “w; “de ' ; pe: | ir advertising speakin rimarils 
kets even get “warmed-up! the Republican ticket and lost by | eg aco 9p Sa of Aw watinn 
over 400,000 votes. He had looked than a candidate, showing an it 

e " » ‘ 9 P for a close race and was unable to | arease. 

— beginning in S.A.J.’s Special explain the heavy margin of defeat.|“"R-aio broadcasters in Chica 
7" 3 ’ : Paul L. Cornell, co-founder of | agreed that political advertising vo! 
* > a January THREE-SHOW ISS UE: Geyer, Cornell & Newell and former | une established a new high in th: 
chairman of the American Associa- rather brief history of the mediu 
tion of Advertising Agencies, was 


And | — li th ee yee Sout! 7 in the Presidential realm, without 
f » _a@ . wes . y . eat: » > ‘ , va) =< > ‘ . 

And heres the logical mee oan 1roug : which to start your Sou ae rn equa y unsuccessfu -— Mr. Cornell, being able to supply actual figure 
campaign—Southern Automotive Journal’s January THREE-SHOW IS- who runs the Rumford School for| they doubted, however, that mu: 


Boys in Connecticut, has been active 


ne ~ jactual profit resulted, since con 
in politics for several years but this 


SUE! Carrying a full report of the wholesaler meetings of the Chicago 
, mercial programs were sidetracked 


AST S vy oe: ee uediottons of a a i take : eS 

A.S.1. Show and de tail and descriptions of the ne w me re handi e exhib was his first quest for elective [on a wholesale basis Tuesday 
ited, this issue will also include complete advance information on both office. permit constant broadcasting of re- 
the Atlanta and Ft. Worth shows (Jan, 23-26, and Feb. 6-9, respeect- LINAGE SPOTTY. RADIO UP sults. Any net gains will “<7 in t! 
- ; ‘a » 2s ‘ . x nature of new prestige, the ra 
ively). It will have “on-the-spot” distribution at both Southern shows THROUGHOUT COUNTRY . m2 . . 


7 : executives indicated 
Chicago, Nov. 7—A tabulation by 
ADVERTISING AGE correspondents of LOS ANGELES—While news! 
the volume of political advertising | pers recorded a large loss in po! 
in leading cities throughout the|/ical advertising for October 
country showed newspaper linage | November, 1940, in comparison t 
: : : Boe spotty throughout the country com-| similar period in 1936, Los Ange 
subseribers— practically every automotive jobber and distributor : ‘ : é H 
ted pared with that used in the Presi-| radio stations reported tremend: 
on record, and a majority of the key ear dealers, garagemen, fleet , . Cc inued P 30) 
operators and super service station owners from Delaware to dential campaign of 1936, while (Continued on Page . 
the Rio Grande! 
Get a 3-star Southern send-off for your 1941 line in the January 


among the key men of the automotive trade. 


What an opportunity to introduce and sell your new line to the 
Southern trade! In addition to show coverage, SAJ’s January 
number will carry your story to 19.091 regular net paid A. B.C. 


THREE-SHOW NUMBER of SOUTHERN AUTOMOTIVE 
JOURNAL! 
— 


for LOUISVILLE — NOT CHINA: 


GRANT BUILDING, ATLANTA. GEORGIA 


COTTON « ELECTRICAL SOUTH « SOUTHERN HARDWARE « SOUTHERN POWER and INDUSTRY 
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Market Research ’ 
Technique Proves 
Value in Election 


(Continued from Page 1) 


results attained by this technique 


with those obtained by the conven- | 


tional question revealed that in the 
latter case the Roosevelt score was 
about 2 per cent lower. 

The four-part question used by 
Roper interviewers was as follows: 

“Which one of these four state- 
ments comes closest to expressing 
your own views about the coming 
election? 

“There is no question but that the 
country needs Roosevelt for the 
next four years. 

“While there may be some rea- 
sons against having him for another 
term, on the whole it would be bet- 
ter to have Roosevelt than Willkie. 


Highly Trained Staff 


“While Roosevelt may have done 
some good things, the country 
would be better off under Willkie 
for the next four years. 


“The re-election of Roosevelt 


| Wall (New York Mirror) 


HOW NINE POLLS PREDICTED ELECTION 


Roper (Fortune Survey).......... 
Gallup 
Crossley 


New York Daiiy News............ 
Dunn Survey .......... 
Emil Hurja (Pathfinder)........... 
David Lawrence (New York Sun). 


Arthur Henning (Chicago Tribune) . 


*19 “doubtful” states only. 


Popular Vote Electoral Vote 
WwW 


Roosevelt Willkie R 
55.2% 
52.0 . 472 
51.0 
52.0 
50.068** 
29 States 351 
29 States re 
lee wie aie orate .. .278-355 
Pati kn oe a 280 


**New York State only. 


would be almost a calamity for the 
nation.” 

Mr. Roper also pointed out that 
an important contributing factor to 
the success of his poll was the qual- 
ity of his field force. Although only 
81 investigators comprise his staff, 
Mr. Roper emphasized the fact that 
each is personally known to him 
and each has been carefully trained 
in his job. Large numbers of inter- 
viewers are not necessary for accu- 
rate public opinion sampling, he 
said, referring to other survey or- 
ganizations which have as many as 
4,000 field men and women. Gallup 
surveys, incidentally, employ be- 
tween 700 and 1,000 investigators. 

Prospective members of the Roper 
|field staff are interviewed in their 


(eter homes, transported to the or- 
ganization’s New York headquarters 
|for special training and assigned to 
different territories to acquire prac- 
tical experience under actual oper- 
jating conditions. Last year, Mr. 
Roper revealed, $7,000 was spent by 
|his executives simply in traveling 
to the homes of prospective em- 
ployes and investigating them prior 
to hiring. Training of new field 
men includes coding and editing re- 
ports in the home office in addition 
to complete coverage of outside 
duties. 

Mr. Roper emphasized the qual- 
ity of investigators and use of the 
attitude type of questioning as 
cardinal factors in the application 
of his public opinion polling tech- 


50,000 
Watts 


ALES HO! Yes, sales are riding 
the high tide of prosperity here 
in the land of Ark-La-Tex. 
stance, station KWKH had its best 
year in 1939 and up to date the sales 
record for the first nine months of 
this year assures that 1940 will be 
the greatest year in history. And 
it should be, for the great Shreve- 


REPRESENTED BY 
THE BRANHAM CO. 


For in- 


fertile field 


C-B:°S 


A @eeREVERP ORT TIMES BTATION 


KW KH 


aptotered ly The Qranham Co 
eS — 


Shreveport Louisiana 


port Market, containing over 3,000,- 
000 people is growing by leaps and 
bounds, through its trade, its manu- 
facturing, and its wealth in natural 


resources which makes this area a 


KWKH is the dominating media in 
this trade territory. Let KWKH add 


a chapter to your own success story. 


for many products. 


Member South Centra 
Quality Network 
WMC . MEMPHIS 
WJDX JACKSON 
KARK .... . LITTLE ROCK 
WSMB... . NEW ORLEANS 
KWKH-KTBS . . SHREVEPORT 


aa. a a. 


|nique to commercial research. Ac- 
curate sampling methods are also 
|essential, he added, but this pro- 
cedure is quite similar for most 
informed researchers. 


Dr. Gallup to Gen. Johnson 


In expressing satisfaction over the 
fact that his final pre-election re- 
port came within less than three 
per cent of the nation’s actual pop- 
ular vote, Dr. Gallup was in a 
jocular mood. He referred to the 
attack of General Hugh S. Johnson 
on scientific sampling polls, where- 
in the columnist offered to eat his 
syndicated writings if the Gallup 
poll proved accurate. 

Dr. Gallup pointed to the com- 
plexity of his organization’s assign- 
ment, involving 49 separate polls— 
one for each state and an overall 
national picture. The American 
Institute of Public Opinion’s record 
appeared today somewhat as fol- 
lows: bullseyes or errors of less 
than 1 per cent in 17 states; average 
error for the 48 states and the coun- 
try of less than three per cent; pre- 
diction that Roosevelt’s maximum 
electoral vote might be 472, com- 
pared with actual count of 468 at 
this writing. 

“The poll more than succeeded in 
its announced aim, which was to 
reduce the average state-by-state 
error shown in its presidential sur- 
vey four years ago,” Dr. Gallup ob- 
served. “At that time the poll had 
an average error of about six per 
|cent, as compared with a likely er- 
ror of about 2% per cent yesterday. 
|The poll had apparently cut its 
|1936 error by more than half and 
|came well within the four per cent 
| margin allowed in sampling sur- 
veys of this kind.” 


Opportunity for Research 


The presidential election afforded 
researchers an unprecedented op- 
portunity to demonstrate the prog- 
ress this profession has made dur- 
ing the past few years, Dr. Gallup 
told ADVERTISING AGE today. 

“Research experts have insisted 
|that public opinion could be meas- 
jured within a margin of four per 
'cent,” he said. “Our own poll ac- 
| tually came within two and a half 
per cent of the final tallies on both 
popular and electoral votes. Market 
research has been given a big boost. 
The record of progress is evident 
when one realizes that prior to 1936 
forecasts showed an average error 
|margin of six per cent, which was 
cut down to four per cent in that 
| presidential campaign. The achieve- 
ment recorded this week exceeds 
the fondest hopes of even the most 
enthusiastic research practitioner.” 

Pointing to the complexities of a 
state-by-state poll in a heated con- 
test of the kind just concluded, Dr. 


Gallup cited the accuracy of his 
forecast in Republican Vermont. 
Political analysts insisted before 


the election, he said, that the Demo- 
cratic candidate could not hope to 
|get more than 36 per cent of the 
state’s popular vote. The Gallup 
poll, however, placed this figure at 
|42 per cent. The final tally showed 
145 per cent for Roosevelt, a con- 
|siderably larger ratio than in 1936. 


Margin of Error Constant 


Dr. Gallup declared the poll once 
jagain confirmed the contention of 
researchers that accurate results 
can be achieved with a numerically 
small sample. In most states the 
sample selected for this campaign 
was 1,000, while in “doubtful” 
states the number ranged upward 
to 2,500. A curious aspect of the 


all states, regardless of the size of 
the sample. 


that the categorical question, which 
was used by his 1,100 interviewers 
in this poll, yields better results 
than the attitude-type of question. 
In this point he differed from Elmo 
Roper, who directed the Fortune 
poll. 


Largest Sample for Wall 


Edward J. Wall, director of 
American Opinion Forecasts, whose 
findings were published in the New 
York Daily Mirror, last Sunday 
placed the Roosevelt proportion of 


| the popular vote at 52 per cent, the 


\same figure published by Gallup 
\the following day. Discussing his 
technique with ADVERTISING AGE 
Mr. Wall said his sample is nu- 
merically larger than that used by 
'Gallup. His forecast was in error 
by 2.4 per cent, within the 3 per 
cent margin permitted by the size 
of his sample. 

An exponent of large-size field 
forces, Mr. Wall cited the time ele- 
ment in reporting findings as favor- 
ing his method. Interviews can b: 
completed within a single day, h 
|pointed out. 
| The Crossley election poll, the re- 
‘sults of which were published in 
‘Hearst and other papers, wa 
limited to 19 states considered be. 
fore the election to be in the doubt 
ful column. After analyzing the 
results of the 19-state vote this after- 
noon, Mr. Crossley said his forecas’ 
jof 51 per cent of the popular vot: 
for Mr. Roosevelt in these state 
was within 2 per cent of the actua! 
result. 

In its estimate of the New Yor} 
State’s popular vote, the New Yor} 
Daily News indicated that an ex 
tremely close battle for the 47 elec- 
toral votes was in the offing. Ths 
newspaper’s figure was 50.068 of th« 
total vote for Roosevelt. The actua! 
total for the President was 51.8 pe: 
cent. 


Benson Reports 
Values of Cars 


A. N. Benson has begun publica- 
tion of Automobile Dealers Marke: 
Record at 30 N. La Salle St., Chi- 
|cago. The new book is being pub- 
| lished monthly by trade areas, giv 
ing the dealer market reports of 
|average used car valuations in his 
territory for every make and mode! 
of car for the past eight years. 

Sidney C. Warden is advertising 
manager. 


Campbell-Ewald in Test 
for Purity Bakeries 


Campbell-Ewald Company has 
appeared in the agency setup fo: 
Bakeries Corporation for the first 
time as it prepares to launch a test 
radio and newspaper campaign in 
New York, Nashville and St. Louis 
starting Nov. 11 and running for 26 
weeks. 


Two Cleveland Agency 
Men on Active Duty 


Royal Alderman, vice-president 
and Cleveland manager, McCann- 
Erickson, Ine., and William A 
Weaver, space buyer, Griswold 
Eshleman Company, have take: 
leave of absence for active army 
service. Mr. Alderman is a captain 
in the Quartermaster Department, 
Mr. Weaver, captain of Troop B, 
107th Cavalry. Ray Hanks becom: 
acting manager of McCann-Erick 
son. 


Admen to Meet 


Dr. Gallup expressed the opinion 


A special meeting of the Adver- 
tising Managers Club of Chica 
| will be held at noon Thursday, N: 
114, at the Drake hotel to hear 
informal talk by William Hillm: 
|European director of Collier’s. 
British sound movie, “London Ca: 
Take It,” also will be shown. 


The RED LETTER 
of the Building Marke‘ 


No. 112.... will discus 
a portion of the buildin: 
market long neglected. As 
for it on your letterhead 


poll, Dr. Gallup observed, was the No charge. 
fact that the margin of error Te See 
turned out to be about the same in SERVING. 70.000 


| INDUSTRIAL PUBLICATIONS, ! 


| Publishers also of BUILDING SUP! 
| NEWS and BSN Dealers’ Catalog—24th } 


59 E. Van Buren CHICA‘ 
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/ COMBINED | 


TRCULAR 


Druc Topics MASTHEAD 


’ | ‘HE Topies Publishing Company, Inc.. publishers of Druc 
Topics and Drug Trape News. has purchased Druccistrs 
Circucar and the Druccists CircuLar Rep Book Price List. 


To the fine Drug Topics Pharmacy and Science section which, 
during the past two years, under the editorial direction of 
Dr. Robert L. Swain, has doubled in size and increased tremen- 
dously in influence. all of the most valuable ethical and techni- 
cal features of Druccists Circucar will be added. 


Through the important Druc Topics Management and Selling 
section. the many sound Druccists CircuLar merchandising 
promotions such as its Baby Week program, its Cosmetic Sales 


* DRUG 


1% 
TOPICS x 
With Which Is Combined 
DRUGGISTS CIRCULAR 
330 West 42nd Street, New York City 


Aids. its Pharmacy Week Plan and all of its other meritorious 


merchandising ideas will be continued and increased in seope. 


The Druccéists Circutar Rep Book Price List which has 
been the favorite and most trusted reference work in the 
nation’s drug stores for 44 years, will be completely stream- 
lined and made the most usable and informative price catalogue 


ever issued in any industry. 


To the leaders of the drug industry and of the retail drug trade 
who have already given or pledged enthusiastic cooperation in 
the achievement of these objectives. DruG Topics expresses 
its warmest and sincerest thanks. 
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Name Chairmen of 
Four A’s Meeting Dec. 5 


Arthur E. Tatham, Young & 
Rubicam, will be general chairman 
of the annual condensed convention 
of the American Association of Ad- 
vertising Agencies at the Lake 
Shore Club, Chicago, Dec. 5. Morn- 
ing sessions will be for executives 
of members of the Four A’s while 
the afternoon discussions will be 
open to staffs of agency members 

Committee chairmen are: media, 
Otto R. Stadelman, Needham, Louis 
& Brorby; radio, R. G. Scott, 
Schwimmer & Scott; mechanical 
production, Thomas FE. McBreen, J. 
Walter Thompson Company; art 
and copy, S. A. Wells, McCann- 


Erickson, assisted by J. B. Breunig, | 
DeWitt | 


Lord & Thomas, and 
O’Kieffe, Leo Burnet Company. 


To Jasper, Lynch 

Display Cartons Company, New 
York, has appointed Jasper, Lynch 
& Fishel, New York, to direct ad- 
vertising of its Casefit Carry-Home 
cartons for soft drink bottles. Busi- 
ness papers and direct mail will be 
used. 


Aray Names SBM 


Aray Mfg. and Supply Company, 
St. Louis, light fixtures, has 
pointed Shaffer Brennan 
Advertising Company, St. Louis, to 
handle its account. 


ap- | 
Margulis | 


Election Extra 
of ‘Time’ Breaks 
Speed Records 


New York, Nov. 7—Establishing 
a new magazine production and 
distribution speed record, Time 


published along with its regular is- 
sue this week an eight-page “elec- 
tion extra” which reached most 
subscribers along with the regular 
issue delivered in most areas today 
and in the more remote sections on 
Friday. 


Ordinarily, Time goes to press 
early Tuesday morning. In past 
election years the only way that 


political results could be included | 


was to leave two pages blank, to 


|be filled by editors working at the | 
|printer’s as soon as returns were | 


received. Such a system meant that 
subscribers received their copies a 


'day or two late, and then the elec- 
jtion news added little to what the 
‘newspapers had previously printed 
}on the subject. 


Close Harmony Required 
Since 1936 a plan has been in 


ithe works to cover the election in | 


more. satisfactory fashion. An 
eight-page “extra,” containing a 
cover with the President-elect’s 
picture and seven pages of election 


| usual. 


news and comment, was decided 
upon. 

A week before the election two 
editors began to write four pages 


of material on the significance of 


the election. One man wrote as 
though Roosevelt had been re- 


elected, the other as though Willkie 
were on his way to the White 
House. Both were set in type in 
advance of the balloting, as were 
covers picturing Roosevelt and 
Willkie. 

The other three pages were writ- 
ten early Wednesday, after results 
were known. A staff of 20 people, 
including two managing editors, six 
writers, seven researchers and five 
typists, reported for work on 
Wednesday at 6 a. m. By the 11 
a. m. deadline, the job was done. 


“Newsweek” Set Record, Too 


Newsweek also set a speed record 
in getting complete election news 


|in its regular edition which reached 


subscribers Thursday morning 
The editorial deadline, usu- 
ally midnight Monday, was post- 
poned until 10 a. m. Wednesday. 
The printing schedule, already as 
fast as any magazine’s, was stepped 
up still further and 25 airplanes 
were used to get the regular issue 
to readers at the usual time. The 
cover picture was of 
Roosevelt. 


as 


You could have knocked sales- 
man Tolly over with a wisp of 
Cellophane. After calling re- 
peatedly on M 


Co. with no 


encouragement, alter bruising 


he was getting a good-sized order. 


Wh 


his brains on solid apathy for many months. 


dollar, 


$$$ | 


gives you, per advertising 


more readers who are active 


management-executives of industrial 


corporations with assets of over 


$1,000,000 than any other publica- 


magazine or newspaper. 


$$$ So use The Wall Street Journal to motl- 


vate the buying voice behind “we.” 


$$$ “We want vou to rush it.” said the M 


Co. purchasing agent. 


The M 


had twice been 


Co. 


$$$ For the the 


record. 


president's office. The president had called 
in his general manager one morning to talk 


about Tolly’s product advertised in The Wall 


Street Journal. From that 


months’ selling effort became effective. 


$$$ That's The Wall 


how 


helps to make sales. 86 per cent of its circu- 


lation is read by executives at their desks 


general manager, whom Tolly 


able to see? Tolly didn’t know. 


answer 


moment, 


Street Journal 


Ps ee ae eg ne 


in the 


Is 


many 


WALL STREET JOURNAL 


$$$ Who is “WE? The purchasing agent? oe 


MANAGEMENT 
EXECUTIVES 


re Wal 


President | 


COMPLETE SERVICE 


wth Lhe Fre 


“Gull be det hie 
F Kemcachy gondacns of o% 


WAFFLE SPECIAL FOR TODAY 


GOLDEN WORFFLE rth 
JUNTRY VAL AGE Par 


OL AMEN furmeEn ocre 


WATKLE mirh (OL AmY 


This complete display kit goes along 
with waffle makers sold to volume users 
by Edison General Electric Appliance 
Company, permitting the featuring of a 
wide variety of waffle recipes. 


” Charm Girl” 


- Paves Way for 


Wattle Iron 


Chicago, Nov. 7.—A “charm girl,” 
chic, short-skirted, beaming and 
100 per cent beautiful, is running 
interference, merchandisingly 
speaking, for the Edison General 
|Electric Appliance Company in a 
sizzling marketing program for a 
new Hotpoint “Charm” waffle baker. 


An important part of the cam- 
paign is a 16-page booklet, entitled 
“If It’s Waffles You Want,” which 
accompanies each baker. The book- 
let offers restaurant operators some 
suggestions for increasing waffle 
sales. It urges waitresses to rhap- 
sodize, for instance, thus: “A 
creamy golden waffle with real 


hickory smoked bacon would make | 


a fine breakfast, sir.” 
of the old menu item, “Waffles with 
syrup—15c,”’ 
the advantages of a printed salesman 
worded something like this: “A de- 
licious Cream Waffle with 
hickory smoked bacon, golden 
syrup, and fresh creamery butter 

ae 

Also with the baker comes a 
lithographed waffle sign with metal 
pockets for changeable waffle spe- 
cials and prices, a set of which ac- 
companies each sign. 


OAA Begins Supervision 
of Outdoor Signs 
Establishment of a national field 
service force by the Outdoor Ad- 
vertising Association of America to 
supervise outdoor signs is an- 
nounced by C. D. Blessed, president 


of Walker & Co., Detroit, and chair- | 


man of the association’s public re- 
lations committee, as evidence that 
the industry means to implement its 
recently - adopted principles and 
policies governing the placement 
and operation of the outdoor adver- 
tising facilities of its members. 

“Organized outdoor advertising is 
determined to put its own house in 
order,” said Mr. Blessed, “‘and every 
poster panel and painted bulletin 
operated by a member of the as- 
sociation will be surveyed by the 
new field force.” 


Appoint Cramer-Krasselt 

Cramer-Krasselt Company, Mil- 
waukee, has been appointed to han- 
dle the advertising of the Phelan- 
Faust Paint Mfg. Company with A. 
J. Spoerl as account executive, and 
the Kiekhaefer Corporation, out- 
board motors, with E. W. Robb as 
account executive 


A.M.&M. Advances Two 


American Machine and Metals, 
| East Moline, IIl., has appointed 
Wayne Mendell, formerly in charge 


of the central sales region, acting 
general sales manager of all di- 
visions, and Bailey A. Dickerson, 


formerly assistant sales manager, to 


sales manager of the Troy laundry | 
| machinery division 


ABC Issues Booklet 


The Audit Bureau of Circulations 
has issued a booklet on media selec- 
tion telling how to make the most 
of the information in ABC reports 
for business papers. 


Arabol Names Doremus 
Arabol Mfg. Company, New York, 


And, instead | 


the booklet points out |} 


savory | 


Bates Reveals 
Personnel of 
New Agency 


| New York, Nov. 7—Theodore L 
|Bates revealed today that his new 
agency, formed to handle the Con- 
|tinental Baking Company account 
|and to share in the Colgate-Palm- 
olive-Peet Company business, wil! 
be opened Dec. 2 with offices in th: 
International Building at 630 Fift} 
avenue. 

He also disclosed names of nine 
of those who are to be associated 
with him. Tom Buechner will b« 
vice-president and account execu- 
tive, and Tom Carnese vice-presi- 
|dent in charge of operations. Ed 
Small will be head of media, and 
Charles Christoph head of radio 
Len Bostrup will be art director. 

Others on the staff will include 
Walker Everett, account executive, 
Genevieve Tobin and Rosser Reeves 
copywriters, and Richard Gay, as- 
sistant to Mr. Carnese in charge of 
production and traffic. 

The entire personnel, with tw« 
exceptions, are now with Benton 
'& Bowles. Mr. Christoph is leaving 
Pedlar & Ryan to join Bates, and 
Mr. Bostrup, who was formerly a 
Benton & Bowles art director, has 
been free lancing. 


Air-Way Offers 
New Type of 
‘Suction Cleaner 


(Picture on Page 1) 


Toledo, Nov. 7—A new home 
cleaning machine of the _ suction 
|cleaner type which makes it un- 


necessary to move the unit in clean- 
ing 500 square feet of area is being 
introduced by the Air-Way Electric 
Appliance Corporation. 

Featherweight alloy metal wands 
and triple universal joints facilitate 
cleaning in hard-to-reach places 
Cleaning tools include a wall brush, 
;crevice nozzle, vee-brush for vene- 
tian blinds, books, etc., upholstery 
nozzle, floor polisher, etc. The new 
unit also can be used for moth con- 
trol, spray painting, spraying trees 
|shrubs, etc. with insecticides and 
for deodorizing rooms. 

Cleaning tools are carried on the 
cleaner. Collected dirt is deposited 
in a replaceable sanitary filter- 
fibre bag which, when filled, can be 
taken out and burned or discarded 

Sterling Beeson, Inc., Toledo, i: 
the agency. 


WAVE Now 5,000 Watts 


WAVE, Louisville, began broad 
casting on a power of 5,000 watt 
from its new transmitter Nov. 5. 


LOUD ax US 


YOUR 


advertising ... 


. 2... We'd set ourselves to 
make yours good to look at, 
easy to read, memorable. 
We'd make it stand tall and 
personable in any company; 
make it reach from any page 
to tug at sleeves; whether it 
was large or SMALL. We'd 
plan and write it to tell the 
things that buyers want to 4 
know that you want them to | 
know; to make people think 
what you want them to think. 
We'd set it to create and main- 
tain the opinions and prefer- 
ences and prejudices that pro- 
duce sales. We'd set it to 
BUY dividends. It would 
probably cost you half or less 
than half usual costs. 


’ ‘ ve. 
OREN ARBOGUST 
ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 


OUD 60 i le A A et a OE 


oT aru 


a saint of sale , 


has appointed Doremus & Co., New 
York, to direct advertising of its 
adhesives for industrial, commer- 
cial and school use. 


where they readily consult with their asso- | =, 


— 


ciates, get further facts, and buy. 
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What have 


fishermen an 


ditors 


in common? 


ATCHING the kind of fish you want is generally a matter of 
selecting the right type of bait. x Trout or tarpon, bass or 
bull-head, one bites best on flies, another on plugs. x With a whole 
aquarium for your fish pond, you must still make a nice choice 


of bait to net just the fish you want. 


mw oA we 


The editor of a magazine has the problem of catching readers...and 


solves it by his choice of editorial bait. Only, of course, his problem 


is yours, too. For in catching readers for himself, he is netting cus- 
tomers for you. +x If he and you, for example, desire conservative, 
upper middle agish, small town women, he selects the placid editorial 
bait they like. But if you both want young, active, well-to-do 
urbanites, he picks tar difterent editorial lure. Now he chooses fast- 
moving, exciting, even romantic fiction in the spirit and the tempo 


of the times. He illustrates it dramatically. * For he knows (even if 


poll after poll had not told him) that the love of fiction is the 


common bond that unites such men and women. And you know, 
ot course, that these people...the young, the urban, the well-to-do 
-are the country’s most potent consuming unit, multiplying mass 


of numbers by weight of income. 


Nearly 1,850,000 such reader families are attracted and held each 


month by Cosmopolitan’s editorial contents. Their tremendous 


purchasing power of $5,500,000,000* yearly is made more profit- 
able by a definite temperamental willingness toward liberal spending. 
vy The most direct means of reaching these customers with your 
advertising is Cosmopolitan, the monthly magazine they thoroughly 


read, not simply thumb through. 


* Enough to buy the entire normal American automobil production twice over at retail pric ; 


(os mop olitan 


“Greater today than yesterday...Greater tomorrow than today” 


Pere ok 
7 
«4, 
ee ; 
ee 
‘ ie é 
‘ 
7 
seit § . ; ) 
| " oF ah RD ie, 
a F ee “— 
4 
7 ee 
( 
e ee 
: A ate A, 
y 
A 
a 
eu 
i | | 
d 
d€ 
d | 
5 
f 
1 
; 
, . Be 
% c ? ¢ 3 c ie 
ihe 
4 
" : 
 : . 
NN | 
bi Gi 
! ’ a 
ead 
} a ee 4 J 
ee rs 
,\ . ee etd ee st ee et ee? we stack aes a, ‘ | z ‘ a eek: ae it “ 
Whe. ‘ | . wig mils 2g : eee pee a er GS af re ae a Sy Sel eee Eon’ oy 3 ame +, aba } 
| _ " ce ) oe Si lg ae ‘ {ogi e ee at 2 ier, bee Ms 4 ere en vo ee ay me. at * es 
: | | : is ; ~ | ie , 5 Ls is pie es ecuaiee’ : a Ase aK rf a ar ig o att = eas we Cnet ; th a Pa - Sy fan, & - 2 et ~ cael 


= 


serra. 


De tet cd 


November 11, 1940 


ADVERTISING AGE 


WANT TO TALK TO 


Your medium is The Washington Post. 


Referred to as ‘‘Capitol Hill’s breakfast newspaper’’, The Wash- 
ington Post is read by the President, by the Cabinet, by Sena- 
tors, Representatives, bureau chiefs, army and navy officers, by 
government officials all the way down the line. 


The Washington Post commands the respect as well as the 
readership of these important men. The President adopted a 
Post editorial as an expression of his foreign policy; Sen. Hatch 
stated that a Post editorial inspired his ‘‘clean politics’’ Act; 
The Washington Post is quoted in the Congressional Record 
more often than any other American newspaper. 


The Washington Post can put your advertising message before 
the officials you must reach if you have an idea or service or 
product to sell to the government. No other publication can do 


it so well. Yet a full page advertisement in The Washington 
Post costs only $610. 


Our representatives are Osborn, Scolaro, Meeker & Co. (George 
D. Close on Pacific Coast). Or wire D. M. Bernard, Advertising 
Director, The Washington Post, Washington, D. C. 


The Washington Post 


Washington’s Home Morning Newspaper 


(Micial WaSHINGTON? 


- Fewer Dealers and 
Closer Teamwork 


Help Chevrolet 


(Continued from Page 1) | 


|told how seven years ago the com- 
| pany adopted a quality dealer pro- 
|gram which eliminated 3,300 deal- 
lers, reduced the total number of 
| dealers to 8,000 and improved the 
| profit opportunities of the dealer or- 
|ganization immensely. Credit for 
| this change in policy was given to 
William E. Holler, general sales 
manager of Chevrolet. 

“Overpacking of dealerships,” 
Mr. Fisken explained, “resulted in 
a heavy mortality among dealers 
and made it difficult for them to fi- 
nance their operations. The Holler 
program was based on the idea of 
selling more cars with fewer deal- 
ers, but better ones. The fact that 
our 1940 sales represent 1,100,000 
new cars, maintaining Chevrolet’s 
sales leadership for the industry, 
shows how well this program has 
succeeded.” 


Dealers Have Voice 


The dealers have been brought 
closely into the merchandising pic- 
iture through the working of a 
\dealer committee system, under 
(which 18 dealers, representing each 
|sales zone, meet in Detroit each 
month. Nine of them work on new 
|car sales problems and nine on used 
car selling. Since they have been 
functioning they have offered 6,300 
resolutions for changes in merchan- 
dising and advertising activities, and 
63 per cent of them have been ac- 
cepted and put into operation. 
| In addition dealers have been af- 
‘forded territory protection under a 
|plan whereby a dealer who sells a 
car outside of his own territory 
must pay $25 to the dealer in that 
territory. This has tended to pre- 
jvent dealers from raiding each 
other’s territories and has protected 
each dealer’s sales potential. 


Sons Given Training 


One of the most important con- 
tributions to dealer stability adopted 
by Chevrolet, Mr. Fisken said, is the 
school for dealers’ sons. They are 
given eight weeks’ intensive train- 
ing, during which they see all of 
the engineering, manufacturing and 
accounting operations and return to 
their homes even better acquainted 
with Chevrolet’s operations than 
their fathers. Three thousand young 
men have been graduated from this 
scheol thus far, and Chevrolet re- 
gards them as an important factor 


creases heavily if the clocks do not 
record the correct time. 

Magazine advertising is the third 
major medium on Chevrolet’s list 
with 225 publications employed 
The bulk of the copy runs in ter 
important magazines, Mr. Fiske: 
said. 

“One of the most important ele 
ments in the smooth functioning o: 
a large advertising operation,’ Mr 
Fisken explained, “is a thoroug! 
knowledge of what is being don: 
by everyone concerned with adve! 
tising and promotional activities. L 
addition to giving our dealers proofs 
of all advertisements before they 
run and inviting their commen! 
and suggestions regarding loc: 
media, we have a weekly meetin; 
on Friday, of our advertising com 
mittee. 

“This committee is made up < 
the general manager, the gener: 
sales manager, all of the assistar 
general sales managers, the adver 
tising staff and the staff of Camp 
bell-Ewald, our agency. Eac 
week’s problems are thoroughly dis 
cussed at these meetings, and 
there are any belly-aches about th 
advertising plan or the way it i 
being executed, they are heard an 
disposed of at that time.” 


Consumer Studies Important 


Mr. Fisken laid great stress upo: 
consumer’ studies, which revea 
owner preferences as to design, anc 
which supply the key to advertisin; 
appeals. The reaction of car own 
ers, 250,000 of whom have con 
tributed to the studies, has beei 
much more important in Chevrolet’ 
planning than has been generall) 
thought, he said. 

For one thing, their comment: 
have resulted in the element of 
speed being relegated to tenth plac: 
on the list of advertised features 
while beauty has been put in first 
place. Performance likewise rates 
high, and is accordingly emphasized 
in the advertising, along with econ 
omy. Constant repetition of these 
major primary appeals is the key to 
the success of Chevrolet copy in al! 
media, he said. 

Contests are constantly promoted 
and the 1940 search for the owner 
of the 1,000,000th Chevrolet, sold in 
1929, and found to be still operating, 
in the hands of a WPA worker, was 
especially successful. 


Soap Box Derby 


Mr. Fisken commented enthu- 
siastically on the famous Soap Box 
Derby, which Chevrolet adopted 
seven years ago as a publicity stunt, 
but which he said is now regarded 
so highly as a contribution to the 
youth of America that it is being 
supported with an appropriation of 
$150,000 a year. Chevrolet’s name 


in successful perpetuation of dealer- 
ships. 

Since “shopping” by car owners 
for the best used car discount has 
made it difficult to prevent losses 
in this department, and since two 
jused cars have to be sold for every 
new car, Mr. Fisken asserted that 
this is the industry’s biggest and 
imost difficult problem and one 
which it will have to solve in some 
generally accepted manner. Chevro- 
let has located used car experts in 
leach territory, working with 
\dealers on this important problem. 
| As far as advertising activities 
are concerned, Mr. Fisken said that 
since 1928 the company has spent 
$149,000,000, and believes that it 
has got its money’s worth. News- 
paper advertising leads in total ex- 
penditures with 6,500 papers on the 
list. At least one newspaper is used 
in every dealer’s territory, and if 
there is no newspaper, “minute 
|movies” are employed. During the 
past year Chevrolet’s movies, which 
are pseudo-scientific and describe 


the car, have been shown to 47,- 
000,000 people in theaters. 


Unity Essential 


Outdoor advertising accounts for 
the second largest share of the ad- 


the outdoor campaign, many semi- 
spectaculars are used, 


use. 


the | * 


the various engineering features of | 


vertising appropriation. While pos- | 
ter advertising is the backbone of | 


with clock 
boards coming in for an important 
However, Mr. Fisken points 


out, the advertiser’s “fan mail” in-) ZEEE ° 


is not mentioned in the publicity, 
|which is handled by cooperating 
|newspapers all over the country. In 
1940 100,000 racing cars were en- 
tered and 135 finalists were brought 
to Akron by the company. 

Mr. Fisken was introduced by 
Henry T. Ewald, president of the 
| Campbell-Ewald Company, Detroit, 
| which has the unique record of hav- 
|ing handled Chevrolet’s advertising 
‘from the beginning. 


| 
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REDESIGNS CARTON 


i 


| 
\tising is that it does not give the 


uninformed consumer an opportu- 
nity to “cast an unbiased, valid 
ballot in the market place.” He re- 
futed this claim by saying that ad- 
vertising is diametrically opposed to 
the dictators’ method of making all 


| products uniform. 


“Advertising,” he said, “has all 


the faults of democracy which, de- | Wrigley gum have not yet appeared 


spite its faults, has had no parallel 
in the world’s history as a spreader 
of well-being.” 

He referred to the economic and 


social function of advertising, point- | 
|ing out that it has often made pos- 


sible large scale, low cost distribu- 
tion, and has helped to improve the 
quality of goods. 


. ’ . 
Wrigley’s Spearmint 
in Laminated Wrap 
Wrigley’s Spearmint gum is now 
appearing on counters in a new 
3-ply, laminated wrap after four 
years of testing by the Wm. Wrig- 
ley, Jr., Company, Chicago. 
The new wrap is declared to give 
12 times more protection than pre- 
vious wraps. Other brands of 


in the new wrapper. 


‘Williamson to Locke 


Harry L. Williamson, formerly 
assistant manager of cable sales for 
the General Electric Company, has 
been appointed manager of sales 
promotion for the Locke Insulator 
Corporation, a G-E affiliate at Bal- 


Add Three New 
Advertisers to 
ABC Membership 


Chicago, Nov. 7.—Three advertis- 


ers who have just become members 


of the Audit Bureau of Circulations, 
and the executives who will repre- 
sent them, are: Schick Dry Shaver, 
Stamford, Conn., Roy W. Johnson, 
advertising manager; New 
Central System, New York, P. V. D. 
Lockwood, director of advertising; 
and Petroleum Advertisers, New 
York, Elliott McEldowney, advertis- 
ing manager. 

Business papers and magazines 


York 


Michigan Roads and Construction, 
Lansing; Southwest Builder & Con- 
tractor, Los Angeles; Printing, New 
York; Minicam Photography, Cin- 
cinnati, and Saturday Review of 
Literature, New York. 

Newspapers added to the ABC 
membership include: Tribune, 
Sioux City, Ia.; Morning Light, 
Trinidad, Col.; Standard Observer- 
Bulletin, Pembroke, Ont., and the 
Press, Escanaba, Mich. Weekly 
newspapers added to the list in- 
clude: Newmarket Era, Newmarket, 
Ont., and Democrat-Tribune, Carmi, 
Ill. 


KGBU in 7 Leo Network 


KGBU, Ketchikan, Alaska, has 


timore. added to the membership include: | been added to the Don Lee Network 


This carton and counter display for 
Logan Laboratories, Chicago, which is 
reported as helping to boost sales, was 
| designed and manufactured by Gardner- 
; Richardson Company. 
‘ 
Emotion and Facts 
| 
7 Notl fibl 
1 Not Incompatible 
. 
ts * 
~ | in Copy: Benson 
Ce 
°S Fort Worth, Texas, Nov. 5.—Meet- 
‘st ing the consumer demand for more 
es informative advertising does not bar 
ea the use of an emotional appeal since 
n h copy helps to create or pro- 
se mote a desire for more facts, the 
t annual convention of the South- 
all western Association of Advertising 
: Agencies was told here last week- 
-G end by John Benson, president of 
er the American Association of Adver- 
in tising Agencies. 
ng, Mr. Benson declared that adver- 
‘oan tisers are supplying the factual 
copy which consumer leaders have 
asked for. He also pointed out that 
sine advertising has always had a tend- 
ll ency ‘“‘to put its best foot forward 
ted and keep its game leg out of sight, | 
my but commercial honesty today has 
Jed been lifted to the level of personal 
the integrity and is being so enforced 
ing by the Federal Trade Commission.” 
of Otto S. Bruck, of Ratcliffe Adver- 
a tising Agency, Dallas, was elected | 
ity, president of the group. Rowland 
ing Broiles, president of Rowland 
in Broiles Company, Fort Worth, was 
on. named vice-president, and Alfonso | 
ight Johnson was re-elected executive 
secretary and treasurer. The 1941 Ny iB! ) 
- convention will be held at Tulsa in ‘ é‘ at 
the conjunction with the meeting of the | 
roit Tenth District Advertising Clubs. 
1av- Mr. Benson asserted that the chief | 
sing complaint made by critics of adver- 
we at lower cost... | repel gee 
Qa 
An ever increasing number of SPORTS AFIELD advertisers report i820 a, 
ave, 
“greater number of dealer and consumer inquiries at a lower / *90U1te 2 Able PMOug 
‘ 4 = Thig , mit) +. ao 
: cost per inquiry . ergo: ets sPonm = A that og 
weer ® thay f boty td hag,” °F toad, 
: | SPORTS AFIELD pulls strongest among America’s sportsmen . ter 6, Jor = oF owe td ht ue , 
) Ody Or . ' 
: for America’s sportsmen have made SPORTS AFIELD the net- ~ 2 3$ rok over , tnguy,e* ang Pear 7 
re) P 4 “43 sp, . O~ 
paid-circulation-leader among national sporting magazines sell- tt Jop ° nef sae genet, ws és 
ule ta the 1+ 
ing at more than five cents a copy. ” ia 


NEWSPAPERS FREE oo, 
| SPORTS AFIELD will pull for your brand in America’s pi y your, 
IN LEXINGTON, Ky. No. 1 brand conscious market. SPORTSMEN KNOW | — SS" Norge, | 
a ist dane hee ook tes WHAT THEY WANT AND BUY WHAT THEY h ( ri, Mle, 
ti Beng | Bey - —_ KNOW BEST. Their preference for SPORTS AFIELD - 
‘Glee olin, Wilke ter de. means preference for SPORTS AFIELD advertisers. 


s about Lexington's rich oppor- j 
SPORTS /\FIELD 


nities for advertisers. 


LEXINGTON HERALD-LEADER 


LEXINGTON, KY. | 
epresented by The Katz Agency 
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CCA Studying 
Expansion of 
Audit Forms 


New York, Nov. 5.—A new audit 
form, designed to supply additional 
information in more convenient 
form, is being considered by mem- 
bers of Controlled Circulation Audit, 
Inc., it was revealed here last week 
at the 9th annual meeting of the 
organization. 

The proposed changes were sug- 
gested by a committee headed by 
W. R. Van Diver, Union Carbide & 
Carbon Corporation, which also in- 
cluded Sidney W. Dean, Jr., J. 
Walter Thompson Company, and 
William A. Wolff, Western Electric 
Company. 

Numerous suggestions for further 
changes were offered from the floor 
during the meeting. These will be 
considered by the committee and 
the directors, and the amended form 
submitted to the entire CCA mem- 
bership for final approval. 


Officers Re-elected 


All officers were re-elected. J. N. 
McDonald, Anaconda Copper Min- 


ing Company, is president; Marshall 
Hayward, Electrical Publications, 
Inc., vice-president; Mr. Wolff, sec- 
retary; and L. C. Fletcher, Electrical 
Manufacturer, treasurer. Frank L. 
Avery continues as managing di- 
rector. 

Mr. Avery disclosed that agencies | 
will receive soon a bound volume 
containing the most recent circula- | 
tion audit on each CCA paper. The 
same book will be sold to others at 
$5 a copy. He also revealed that 
CCA now has 12 more members 
than a year ago. 

Seven directors were named, four | 
of them being re-elected. Heading | 
| those re-elected was Joseph Vessey, | 
| Kenyon & Eckhardt, who has served 
on the board since CCA was formed. 
|Others renamed were R. Davison, 
| New Jersey Zinc Company; M. B. 
Massol, Oral Hygiene; and Mr. 
Fletcher. Newcomers to the board 
include H. J. Henry, Johnson & 
Johnson; R. L. Lloyd, International 
Nickel Company; and C. T. Wil- 
liams, Fuller & Smith & Ross. 


Bamberger Ups Levinson 
Horace C. Levinson has been pro- 
moted to treasurer and a director 
of L. Bamberger & Co., Newark, 
N. J. He joined the Bamberger or- 
ganization in March, 1939, and in 
November was made executive 


vice-president in charge of research. 


Buckley Tells 
Correct Length 


of a Letter 


New York, Nov. 7.—Several 


four paragraphs, at the most. 

“If the object is to adjust a com- 
|plaint, don’t go out of your way 
to write a short letter. Explain fully 
just how you feel about it. Don’t 
let your customer think that you get 
so many complaints that you can’t 
take time to answer his courteously 
and completely.” 
| Mr. Buckley believes that stenog- 
raphers should be enlisted on the 


Boston Sales Club 
‘Asks Salesmen for 


| 
Data on Managers 


Boston, Mass., Nov. 7.—In an ef 


answers to the old question of how | side of the letter writer, rather than fort to obtain a true picture of ¢} 


long should a letter be are given 
by Earle A. Buckley, author of 
“How to Write Better Business Let- 
ters,” in the second edition of that 
volume, just published by McGraw- 
Hill Book Company. 

“If the object is to get orders,” 
said the expert, “the proper telling 
of the story will, in most cases, 
necessitate a long letter, for you 
must create interest, bring about 
desire and induce action. 

“If the object is to answer an 
inquiry, the same thing applies. 
Usually a man who asks for infor- 
mation will read nearly anything 
you send him on the subject. 

“If the object is to solicit an in- 
quiry, I am in favor of telling only 
enough to make the prospect want 
to hear more. That might mean one 
short paragraph. 

“If the object is to collect money, 
the tendency should be toward com- 
paratively short letters—three or 


| being treated as a machine. 

“Tell her that it is part of her 
|responsibility,” he advises, “to see 
that the letters going out of your 
office are right—not only with re- 
gard to physical appearance and 
mechanical makeup, but with re- 
gard to text as well. Train her to 
look at your letters out of the eyes 
of the men who are going to receive 
them; this will give you an out- 
sider’s reaction. Train her not only 
to take your dictation, but to judge 
it too.” 


October Linage 
in Advertising 
Press Up 26% 


Chicago, Nov. 7.— Promotional 
advertising carried in the advertis- 
ing press during October increased 
| 26 per cent over September and 7.7 


ane er 


budget! 


GUARANTEED 
STARTING “Ss 


a. 


JA. Sissi 


In seven short years taxiposter advertising has proved its value 
ing from 200 cabs in one city to 3578 cabs in 43 cities! 
advertising is a recognized advertising medium you shouldn't overlook 

if you want outstanding results (in 1 or 43 cities) within a limited 
Ask your agency or write Wm. E. Whaley Co., Washington 
Building, Louisville, Kentucky. 


TAXIPOSTER ADVERTISING? 


Taxiposter advertising is streamlined bill-board advertising that gives 
you these 5 plus advantages: (1) it travels at eye level thru the heaviest 
traffic zones; (2) it carries your message to every place where crowds 
gather; (3) it takes your advertisement down boulevards, up residen- 
tial avenues and thru back streets; (4) it focuses attention on your 
product exclusively; and (5) it gives you mass circulation at an unus- 
ually low cost! 


grow- 
Taxiposter 


per cent over October of last year, 
/according to a report released here 
today. 


A total of 278,376 lines was shown | 


for the six publications in the ad- 
vertising field included in this tabu- 
lation, a gain of 57,596 lines over 
the September total of 220,780 lines. 
Compared with October 1939, when 
258,370 lines were carried, the cur- 
rent month shows an increase of 
20,006 lines or 7.7 per cent. 

Magazines led in amount of space 
used with 70,714 lines or 25.4 per 
cent of the total linage. Newspapers 
|followed with 62,818 lines or 22.6 
|}per cent. Other important classi- 
|fications and the amount of linage 
used by each were: 

Radio, 46,284 lines or 16.6 per 
‘cent; business papers, 19,502 lines 
or 7 per cent; advertising produc- 
tion, 18,956 lines or 6.8 per cent; 
‘and farm papers, 9,492 lines or 3.4 
| per cent. 


Publications on which this tabula- | 


|tion is based and the linage in each 
are as follows: 


|ADVERTISING AGE (wW)...... 
Advertising & Selling (m).. 
Printers’ Ink (w).......... 
Printers’ Ink Monthly...... 
Sales Management (sm)... 
Tide (sm) 


45,640 


Schenley in Southwest 


for Belmont Bourbon 
Schenley Distillers Corporation, 
| New York, has launched a campaign 
Belmont Kentucky bourbon 


| for 
|whisky in newspapers in California, 
|Colorado and New Mexico, the three 
states in which Belmont distribution 
\is chiefly concentrated. Copy will 
| appear weekly for the remainder of 
| the year. 

| Brisacher, Davis & Staff, San 
| Francisco, is in charge of the cam- 
|paign, the first localized drive for a 
|Schenley product through a local 
agency. 


Cites Newspaper Gains 

Newspaper linage for 1940 in na- 
tional, retail and total classifications 
|has now scored the best volume for 
the first nine months of the year 
since 1937, according to “Another 
Pretty Picture,” special folder is- 
sued by the Bureau of Advertising 


of the American Newspaper Pub- | 


lishers Association. Automotive 
linage led all other classifications 
|with a gain of 21.5 per cent over 
the 1939 period and national linage 
|gained 4.8 per cent, according to 
the folder. 


‘Two Join Bowman 

Philip Murray, Jr. and A. H 
|Scheiding have been retained by 
|Manning Bowman & Co., Meriden, 
| Conn., to redesign and style their 
products. 


'Ronzoni to Piedmont 


Ronzoni Macaroni Company, Long 
Island City, has appointed Pied- 
|mont Agency, New York, to direct 
| its advertising. 


| . . 
sales manager and his duties, +} 


| Sales Managers Club of the Bost, 
Chamber of Commerce is conduc: 
| ing a nation-wide survey. Coc 
erating with the club in this wo, . 
|are Professors Harry R. Tosda)!. 
|Harvard Business School, and Ross 
M. Cunningham, Massachusetts |; 
stitute of Technology. 

Instead of going to the sales ma 
agers themselves for informatic», 
the Sales Managers Club aims .+ 
getting a somewhat sounder analy: ; 
by finding out what some 6,0) 
salesmen think of their bosses \ 4 
a questionnaire booklet reminisce. t 
of those used in customer resear 
by General Motors. 

The questionnaires encourace 
frankness and cooperation by ass\ 
ing the salesmen that their rep! 
will be held strictly confidential a: 
it is requested that salesmen refr; 
from signing their names or ind 
cating their companies. 

Questions delve into almost every 
aspect of what the sales manager 
does and is supposed to do. The 
16-page booklet includes questions 
varying from “How frequently dovs 
your sales manager visit in your 
territory?” to “Do you feel your 
|sales manager is usually fair when 
lasking or recommending promo- 
| tions?” 
| The study is divided into a score 
of general headings with each sec- 
tion devoted to detailed questioning 
designed to learn what kind and 
how much direction and coopera- 
tion is given by the sales manager; 
planning of work; sales equipment: 
hiring and firing policies; compen- 
sation plans; “pet peeves” regarding 
sales manager; types of customers 
called upon; training policies; size 
and character of territory; personal 
data, etc. 


‘Pushes “Fotofolio” 


A national advertising campaign 
for the “Seeclear Fotofolio,” snap- 
shot folio, has been launched by E 
E. Miles Company, South Lancaster, 
Mass. With the theme, “Snapshots 
Today, Treasures Tomorrow,” copy 
will appear in Esquire, Good House- 
keeping, House & Garden, Parents’ 
| Magazine and Popular Photography 
| 


io kw i 


EYE’ CATCHERS 


| 


OW you can use photographs liber 
forget the cost Per Eve*Catche 

you over 125 new photo subjects ea 
posed by New York's finest 
j one of the city’s highest priced studi 
| the cost is only $5 a month, saving ) 
and MORI 

Write for FREE copy of Eye*Cat 
release . and details of uni 
Catcher subscription plan. Nothing 
it in the world. Eye*Catcher photos a 
in every line of business. All s 
| Pretty Girl, Seasonal, Inc 
| Youth, Infancy, Beauty, Sports, | 
| Household, Ridiculous, Inspiratior 
tional. 


Write 


models, 


now for FREE release avd 
formation. No obligations 


EYE*CATCHERS, ""‘. 
10 East 38th Street, New Y rk 
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This “Show Window” 


13 


That’s it! The Christian Science 
Monitor is the “show window” 


builds sales for 


department 


stores 


it builds sales among the best 
class of customers. 

If you, too, are selling in the 
cities where these advertisers 
are located, you can profit by 
their experiences and build new 


of 785 department stores in 
hundreds of cities throughout 
the United States, Canada, and 


other countries. These adver- 
tisers include many of the coun- 
try’s leading retailers . . . stores 
that set the pace in modern 
methods of selling . . . stores 
that can definitely check adver- 
tising response. 

Week after week, year after 
year, these department stores 
advertise in the Monitor because 
they know from experience that 


business. How? By placing your 
product or service in the “show 
window” where it will be seen 
by thousands of department 
store customers who respond to 
Monitor advertising. 


eS A complete list of the 
785 department store adver- 
tisers in The Christian Science 
Monitor is available at the near- 
est Monitor office. 


THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 


Published by The Christian Science Publishing Society, 


One, Norway Street, Boston, Massachusetts 


NEW YORK OFFICE 


500 FIFTH AVENUE 


OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, 


Los Angeles, Seattle . . 


. London, Paris, Geneva, Sydney 
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Business and Government 


The re-election of Franklin D.|that President Roosevelt, conscious | 
the | of the indispensable role that indus- | 
try must play in the defense pro- | 


Roosevelt as President of 
United States means that the major 
policies of the administration during 
the past eight years will be con- 
tinued. Business in general has not 
approved of many of those policies, 
and therefore the election of Mr. 
Willkie would have been enthusias- 
tically received by many. 

The task of business management, 
however, is to make whatever ad- 
justments are necessary to carry on 
successfully under whatever condi- 
tions are presented. Thus, regard- 
less of individual viewpoints on the 
direction in which the national gov- 
ernment is going, it will be up to 
business during the next four years 
to take a constructive, realistic and 
determined attitude toward the all- 
important tasks of production and 
marketing. 

With the defense program getting 
under full steam, business and in- 
dustry are gearing themselves to 
maximum efforts for preparedness. 
Every manufacturer is willing and 
anxious to make whatever contri- 
bution he can to put this nation in 
condition for whatever emergencies 
the future may bring. Industry has 
demonstrated not only its patriot- 
ism in handling defense orders, but 
its technical ability and high morale 
in executing them as speedily and 
efficiently as possible. 

On the other hand, we believe 


gram, will find it wise to adopt a 
| spirit of conciliation in dealing with 
business and in keying the attitude 
of the public toward it. Though he 
has been swept into office by a large 
|electoral vote, the great increase in 
the opposition vote as compared 
with 1936 shows that there 
growing and _ important 
opinion which he, as President of 
all the people, will want to take 
fully into account. 

Greater cooperation between gov- 
ernment and business, a necessity 
under present conditions, is like- 
wise an essential to the success and 
prosperity of the nation as a whole. 
Government alone cannot manufac- 
ture prosperity on any permanent 
basis; it requires favorable govern- 
mental policies plus efficiency and 
enterprise on the part of business 
to provide the employment and 
profits needed to support non-pro- 
ductive political activities, no mat- 
ter how essential these may be. 
Thus the interests of the country 
call for more successful team-work 
in the future than we have had. 

Elimination of hostility on both 
sides will do much not only to make 
the nation strong for defense, but to 
assure the high level of production 
and prosperity of which this favored 
land is fully capable. 


Advertising Is Non-Partisan 


In spite of the fact that some! mercial products were being em- | 


political commentators endeavored 
to associate advertising and adver- 
tising interests in the presidential 
campaign with the promotion of 
the Willkie candidacy exclusively, 
the record, as presented in this issue 
of ADVERTISING AGE, proves that ad- 
vertising facilities were taken ad- 
vantage of by both major political 
parties, as well as by many inde- 
pendent and non-partisan groups. 
Undoubtedly 


before the people than in any pre- 
vious national election. 

A Wisconsin newspaper columnist 
became so indignant at what he re- 
garded as a wholesale promotion of 
Mr. Willkie for president by pro- 
fessional advertising men that he 
has proposed an investigation of ad- 
vertising on that score. 

Miss Dorothy Thompson likewise 
attempted to bracket advertising 
and advertising interests exclusively 
with the Republican campaign by 
asserting that the high-pressure 


agencies 


methods used in advertising com- 


advertising played a| 
greater role in clarifying the issues | 


ployed to win acceptance for Mr. 
| Willkie. But no one would deny 
that the Democratic campaign also 
had the support of advertising on a 
| large scale. 

While insisting on the right of 
individual advertising men to be as 
| active in politics as any other group 
of citizens, and to express their 
opinions as vigorously as they de- 
| sire, one may admit that it is not 
to the advantage of advertising in 
general to have it associated with 
any one political or economic group. 
In view of the popularity of the 
Republican leader among advertis- 
ing men in this election, the criti- 
cisms which have been directed at 
the business, on the score of lean- 
ing too heavily in that direction, 
| may represent another phase of the 
public relations problem which ad- 
vertising is facing. If so, it deserves 
careful consideration. 

Advertising must continue to play 
the role of a non-partisan facility, 
available for all who have products 
or ideas to present to the public. 
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send a kick in the pants to Mr. K. Dillworth, 
6725 Wall Street?" 


| Ad-li 


Mother-in-Law Trouble 

Over and over again one wonders 
at the amazing complexity of life to 
those mythical families who appear 
in the magazine advertisements. 
Not long ago, for example, we com- 
mented upon the hectic situation of 
a poor man married to a (formerly) 
| wealthy girl. Seems she insisted on 


Jetween my husband and his mother 


| .. was going crazy! 
“* 
ee 


| 


a special laxative for the baby. 


product was Fletcher’s Castoria. The 
husband raised a _ terrific fuss, 


claimed the wife was spoiling the | 


child and all that. 
ever, everything 
fixed up all right. 


At the end, how- 
was 


Now we discover that this isn’t | 


so at all. Opening the pages of a 
current magazine, the same family 
seems to be in trouble over the 
same product. This time, however, 
a mother-in-law is an additionally 
complicating factor. Speaks the 
wife: “When Jim and I were mar- 
ried and his mother came to live 
with us, I had my fingers crossed. 
His mother is full of old-fashioned 
ideas. We don’t see eye to eye on 
a lot of things.” 

And, needless to say, the business 
of giving Fletcher’s Castoria (a spe- 
cial laxative) to a child was one of 
them. Worse yet, daddy took 
mother’s side. As shown in the 
jabove copy, it was nip and tuck 
until the wife (as in the previous 


The 


apparently 


bbhing 


advertisement) let them both have 
it in a sales talk that seems to do 
the trick no matter how bad the 
situation is. But can she hold out? 
Can she come through with such 
flying colors in future situations 
that must surely become increas- 
ingly complex? We’re breathless. 


Far Seeing Promotion 

We're not up on things in the 
false teeth industry but it is quite 
evident that few companies in that 
field look far ahead, promotionally 
| speaking, as does the Dentists’ 
|\Supply Company of New York. 
Somebody in this organization 
scans trade journals, house organs 
and the like for news of Dr. Stork’s 
various arrivals. Then, after an ap- 
|propriate interval, the new baby 
‘is the recipient of a cute little set 
|of false teeth, packed in a tiny gift 
box. Along with the gift comes this 


| poem: 

“When we had word from Dr. 
Stork 

That you’d arrived, right off to 
York 

We sent for teeth, for well we 
knew 

That soon you’d surely need a 
few. 

Don’t worry when you lose your 
own, 

When you have larger—older— 
grown, 

For there'll be others—just all 
right— 

The best in all the world— 


Trubyte.” 


Especially for Women 
MacDonald-Heath Ltd., New York 
tailoring company, has taken a 
rather novel tack with copy for its 
men’s clothes in The New Yorker 
aimed particularly at women. To 
excite feminine (mascuiine, too) 
curiosity, insertions are 
“What Every Woman _ Should 
Know...” A typical question was, 
“How many miles long is a man’s 
}suit?” Others will answer such 
questions as why it takes 35 sheep 
to make a MacDonald-Heath suit, 
why they wear pink coats for fox 
hunting and what the wild teasel 
has to do with a banker’s suit. 
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The following documents may be 
secured without charge from c »- 
panies sponsoring them, or thre gh 
ADVERTISING AGE, by any nati 1a) 
advertiser or advertising ag cy 
executive writing on his busiiegss 
letterhead. 

No. 1733. Facts and Figures on he 


Red River Valley. 
The Fargo Forum has issued hijs 


|/pamphlet which gives a com; ete 
| saad of the market of w ich 
Fargo, N. D. is the center. Star ng 
|with a concise review of stati ics 
on the market, the booklet goe on 


with a factual story about po; 
tion, crop and livestock produc on 
and farm income. A map of 
area shows retail sales, by c 
ties, while another map and an 
companying table provide fig 
on Forum circulation in the 
River Valley and adjacent territ ry, 


|No. 1710. 
tion. 
Kimberly-Clark Corporation 
issued this institutional broclh : 
which is not only the story 
paper-making, but also a recor: 
progress since the company’s foun 
ing in 1872. The effect of this 
|dustry on the lives and jobs of 
‘dividuals and on other industries is 
brought out. 


Industrial Genius in 


/No. 1712. Once in a Hundred Yeu 
| Prairie Farmer outlines, in this 
|brochure, plans for its centennial 
|number, which will appear next 
|\January. The issue will be sec- 
tionalized under 12 main subjects, 
the brochure says, and will record 
a century of progress in agriculture. 
Production plans, circulation bonus, 
closing date and other details are 
given. 


No. 1706. The Staff of Stars. 


In this new brochure, The Dallas 
News puts its editorial staff in the 
spotlight. Photographs and text 
present the men and women who 
handle the paper’s own features, 
the correspondent on the Washing- 
ton front, and the specialists all 
over the state who make news of 
Texas agriculture, industry and 
politics come alive for Dallas read- 
ers. 


No. 1709. Sales Geography of the 
Pacific Coast. 


Columbia Pacific Network has 
issued this complete presentation of 
market data for the Pacific Coast. 
The study divides the information 
first into groups designated “busi- 
|ness states,” representing areas in 
which Western wholesalers dis- 
tribute merchandise, then by metro- 
politan areas, by cities and towns 
,of 2,500, and by the rural areas 
'The tabulated material on popula- 
tion, radio families, and retai! out- 
lets and sales, with maps showing 
sales routes and relative importance 
of each county in terms of retail 
sales, provides 


valuable help in 
determining West Coast sales 0) por- 
tunities. 


No. 1703. Dodie’s Date. 

Dodie the sub-deb is a prett) im- 
portant personage in the [| use 
hold, and Ladies’ Home Jc ‘na! 
tells why and how in this be ‘le! 
Seems she’s style, brand an , 
\vertising conscious, and fu: °¢ 
more, she’s a buyer. Wha the 
Journal is doing about her a: 
market she represents for ad\_ ‘!5- 
ers is also brought out. 


No. 1682. Cosmopolitan’s C to 
the Colors. 

The power of color is put ISS 
in an interesting way by Cosm °!'- 
‘tan in its new color wheel f ‘he 
gadget-minded. A wheel that ‘™§ 
/on a pivot between the covers ws 
ithe difference color makes in °° 
ucts, packages and symbols, +! 
the reverse side contains Cosm: >! 


|tan’s “colorate” chart. 
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Ti is ADVERTISEMENT Is ONE | oF A ‘SERIES To STIMULATE ‘GREATER INTEREST IN ‘TRADE PAPER ADVERTISING | 


J. F. STEPHENS 
Sales Promotion and Advertising Manager 
Apex-Rotarex Corporation 


isons for the outstanding success of Apex-Rotarex 
er advertising are not hard to find. They lie in the 
Mr. Stephens, who is responsible for Apex-Rotarex 
knows, from first-hand experience, why people buy. 


ws because, from 1923 to 1929, he progressed in the 
the Johnson Washer Company, Oakland, California, 
“sition of retail salesman selling from house to house, 
ile representative calling on dealers and distributors 
ng with retail specialty salesmen in house-to-house 


to the position of sales promotion manager. 


29 to 1935 Mr. Stephens was sales promotion and ad- 

anager of Apex-Rotarex Manufacturing Company, 
1, then on to his present position in 1935. He was 
f the Oakland Advertising Club in 1931-32. 


in Mr. Stephens’ experience are two years’ World 
e in the navy, a year in South America with Swift 
| three years as assistant division manager, Lever 
pany, at San Francisco. 


- ee - pug 2 i ae cai 


TRADE | 


cuassts 


ad — 


HERE is no question in the minds of Apex-Rotarex 
executives as to whether trade paper advertising 
increases sales. 


They know. 


They know, because they have ‘‘proof of perform- 
ance.’’ For example, this typical letter from an 
Apex-Rotarex wholesaler: 


“. . . the above mentioned dealer became an Apex 
dealer this week and will feature our line exclusively 
in the future. After calling on this company for 
nearly four years, I gave it up about six months ago 
as a bad job. After I stopped calling on them, they 
picked up a copy of a trade paper and there were in- 
troduced to our new 1940 line. 
wrote the factory. . 


They immediately 
. the letter was sent tome... I 
called on them... 
following day. 
the trade papers... . 


we received our initial order the 
The moral: 


” 


Keep on advertising in 


And this letter from another wholesaler: 


“Your August trade paper ad. . . got me two new 
dealers this week, for a total of eighteen washers, and 
hurried an old account into buying another carload 
of 94 washers before they actually needed them.’ 


Here, then, is definite, tangible proof, if proof be 
needed, that trade paper advertising is a vital force in 
increasing sales, ‘‘first,’’ as Mr. Stephens phrases it, 
‘through new dealers and distributors, and secondly, 
by impressing upon present dealers, distributors and 
their salesmen, the selling advantages that Apex 
products offer.’’ 


“Our ads must tell a selling story,’’ continues Mr. 
Stephens, ‘‘just as our best salesmen would do if 
limited to a three-minute sales presentation. Our 
preferred method is to make a statement relative to 
the advantage of one, or possibly two features in each 
ad, then through illustrations and copy to prove our 
statement.”’ 


Have you put the power of trade paper advertising to work for you? Are you 
using the proved ability of trade paper advertising to enlist new dealers and dis- 
tributors, and to impress upon present dealers, distributors and their salesmen 
the selling advantages of your products? Trade publication advertising is the one 
simple, effective, easy way to build the trade support that is the foundation of good 


consumer selling! 


REMEMBER ALWAYS, TRADE PAPER ADVERTISING PAYS! 


BUILDING SUPPLY NEWS 


DRY GOODS JOURNAL 


1912 Grand Ave., Des Moines, Iowa 


ELECTRICAL DEALER 
360 N. Michigan Ave., Chicago 


-- se 


ELECTRICAL MERCHANDISING 
59 E. Van Buren St., Chicago 330 W. 


HOUSE FURNISHING REVIEW 
1170 Broadway, New York 431 S. Dearborn St. 


SUPER MARKET MERCHANDISING 


42nd St.. New York 45 W. 45th St. New York 


AMERICAN LUMBERMAN 


, Chicago 


NATIONAL FURNITURE REVIEW BOOT AND SHOE RECORDER 
666 Lake Shore Drive, Chicago 100 E. 42nd St., New York 
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WTM] Plans $500,000 
Station Expansion 

Granted approval by the FCC to 
erect a new commercial FM station 
and a new experimental television 
station, WTMJ, Milwaukee, has em- 
barked upon a $500,000 radio expan- 
sion program, which will include 
the erection of a new building to 
house eight studios, including an 
audience studio to seat 365, a sound 
stage for television, control rooms, 
master desk, rehearsal halls, execu- 
tive, general and sales offices and 
rooms for musicians, announcers 
and artists. 

The Journal Company’s FM sta- 
tion will be erected on an elevation 


1,280 feet above sea level 30 miles | 


northwest of Milwaukee. 


Urge Butter Label Rules 

Twenty representatives of the 
butter industry in Wisconsin, com- 
prising a_ state advisory butter 
committee, have recommended the 
adoption of regulations for inspect- 
ing and labeling butter that scores 
93 or above. The butter grading 
program is voluntary and any 
creamery in Wisconsin can choose 
to use the label by meeting the 
requirements. 


Diener Resigns Kindel 


Wm. L. Diener, Inc., Chicago 
agency, has resigned the account of 
the Kindel Furniture Company, 
Grand Rapids, Mich. 
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Seagram Carries 
Personalized Copy 
fo New Extreme 


Different Expert for = 8s py = 
Each Paper Featured in =  —~—¥% 


Football Copy 


New York, Nov. 7.—Carrying still 
further its plan of localizing its na- 


| EACH MAN TO HIS OWN PAPER NOW 


OCCERT GOSTORT OF TEE SERED tee) toe ey OO ae Oe heat 


ie Scagraw’s 5 Crown. 


| 
| 


tional advertising, newspaper sports | 


|page copy for Seagram 5 Crown 
| whisky now features the big foot- 
ball game of the day in each city 
}on the schedule with a different 
| pre-game forecast in each paper. 

When the campaign built around 
ja tie-up with sports news was 
| started two months ago, copy for the 
news portion of each advertisement 
was wired from the scene of the 


| contest, with each paper carrying | 


|the same copy. A few weeks ago, 
'5 Crown copy was split into three 
|“editions,” each offering football 
| predictions for games of interest to 
one section of the country. 

The still more detailed plan of 


er ,tion has been installed in the f- 
— recone ne 9 5255s — fices of Ward Wheelock Comp .y. 
: — , | nani 

< ms ae 4° agency for Seagram, to meet his 

meagre 4) \sewe ne | situation. 

iin. ; ; | Extension of Radio Techniqu: 

These two advertisements, run in New York papers, show the new technique being ? ; 
Each advertisement has its own commentator, usually the | Carroll Rheinstrom, vice-p: j- 


used by Seagram. 


sports editor or a prominent writer on the paper in which the copy appears. 


—— 


5 Crown schedule of Seagram-Di-. 
tillers Corporation, a tremend 
|production job is involved. Fi 

| the top game in each city must 4. 
|picked. Then details of newspa) er 
|cooperation must be worked t 
‘and finally proof-reading of c 
|plates and releases must be ta! oy 
|care of. 

| Since reasonable predictions rm .st 
‘often be delayed until a few d ys 
before each game, copy pr ist 
often be transmitted via telegr 
'A Western Union transmitting - a. 


| dent of Wheelock, explains the | ic 


‘discussing a different game in each 
city, and with different experts for 
each paper, was inaugurated last 
Saturday. In each case, the sports 
‘editor or leading sports writer of 
the paper carrying the advertise- 
|ment is the forecaster. 


| Sports Editors Speak 

| In New York, for example, the 5 
| Crown list includes the Sun, World- 
| Telegram and News. In Friday eve- 
| ning’s Sun, Wilbur Wood, the pa- 
|per’s sports editor, sized up the 


Ma Perkins_______~ 
Pepper Young’s 
Family 

Vic and Sade—____ 
Stella Dallas = 
Mary Marlin 
Road of Life 
Backstage Wife___y 


The Guiding Light 


Young Widder Brown 


Lorenzo Jones 


David Harum 
Girl Alone 
The O'’Neills 
Highlights of the 
Bible 
Preview of New 

Radio Recordings—vyy 
The Man I Married 

Midstream 

Ellen Randolph—_—,; 

Woman in White_— 


Against the Storm— 
Kitty Keene 
Valiant Lady___-__ 


Arnold Grimm's 
Daughter 


Hymns of all Churches 
Light of the World 
Li'l Abner 


Luncheon 
at the Waldorf 


Farm and Home Hour 
Catholic Hour 
By Kathleen Norris ¥: 
Houseboat Hannah +: 
Beat the Band 
H. V. Kaltenborn—., 


University of Chicago 


Round Table 
Betty ¢ ‘rocker 


The Lincoln Highway 


Lone Journey 
Heart of Julia Blake 
Nature Sketches—— ? 


Latest Newscasts—— 


Rat irs 
i ee 
pies. 


2 ee ee 


*% The finest schedule of daytime programs in the world will unques- 


tionably attract the greatest number of women listeners in any market. 


50,000 WATTS—670 KC. CHICAGO 
KEY STATION OF NBC RED NETWORK 


‘idea of the campaign as an ada ‘a- 
|Army-Notre Dame game along with | tion of the radio continuity ide of 
‘four graduates at West Point and | telling an entertaining story, nd 
South Bend. In the World-Tele- | following it with a commercial. He 

expects that the localizing of c py, 


gram, Joe Val, sports editor, headed 


achieved at great trouble and x. H 
| pense, will build a reader intr est ag 
yp — hh — heim Ad impossible to achieve by pr ore mi 

orthodox methods. G 

This belief is supported by © sts be 

made in experimental areas. Ir, of 


Rheinstrom reports that, with ‘he 
exception of a few cases in whi: ) 5 
Crown copy competed with | °|]- 
page new-model automobile n- 
nouncements, Seagram adverti. ng 
had the highest reading and ic n- 
tification of any advertising in he 
newspaper, regardless of cost. 


mes He Mneey ae Kee | away te They SH kone Sip The ee 
— 18 ones 


Goodrich Tire Account 
to Batten, Barton 


rm 

B. F. Goodrich Company, Ak:on, exe 

O., has appointed Batten, Barton, bor 

= Durstine & Osborn, New York, to me 

Ano ot suet! : “5 Ny handle advertising of its automobile Ba 

¢ mm | tires. the 

Seagram's ) Town = Frank T. Tucker, Goodrich direc- J), 

ES : tor of advertising, said that “the ap- d 

ae pointment will in no way change a 

Seagram advertisement in the New York |@Xisting agency relationships for ar 

Daily News, featuring that paper's | Other Goodrich divisions.” ‘ 

sports editor. —— pa 

. Appoints J. M. Korn o 

| the experts, and in the News, Jimmy Met li Ping: ; ; pre 

Powers, sports editor, did his ex- sropomsan Sersonel Loan Cor- cen 
ors, SP ’ poration has appointed J. M. Korn 

perting for Seagram. mu 


& Co., Philadelphia, as advertising 
counsel. 


With well over 100 papers on the 


very year for the 


past five The New York Times 


has increased its share of 


Manhattan department store 


advertising ... 


because The Times reaches 
the women who are New York's 


most active customers... 


221,840 weekdays, 414,180 


A 


Sundays in the profit- f 
rich Profit Half of the 4 


New York market ton ay 


one of the largest markets 


of brand-conscious women 


reached by any newspaper 


anywhere. 
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GETS NEW POST 


|guitar and accordion players. All 
the men who sang said they were 
| baritones—there wasn’t a tenor or 
|bass to be found. 

| Large percentages of respondents 
|indicated regular attendance at 
| Metropolitan Opera House, and Car- 
negie Hall, New York; Brooklyn 
Academy of Music; Westchester 
County Music Center; Robin Hood 
Dell, Philadelphia; Berkshire Sym- 
phonic Festival; Grant Park and 
Ravinia, Chicago; and Hollywood 
Bowl, Los Angeles. 


Joins Wheelock Agency 

W. M. Costello, for the past four 
years with Ruthrauff & Ryan, New 
York, has joined the research de- 
partment of Ward Wheelock Com- 
| pany, New York. 


‘Capper’s Farmer’ 
Offers Units 
Used by Editors 


Topeka, Kan., Nov. 7.— Though 
publishers of large-size magazines 
regard three-column makeup as 
more effective than four-column in 
selling editorial content, they usu- 
ally make it impossible for adver- 
tisers to apply the same philosophy 
to their space _ units. Capper’s 
Farmer, after surveying this situa- 
tion, has decided to correct what it 
regards as an _ inconsistency, by 
allowing advertisers to buy one- 


Several general magazines have 
been reviewing their methods inde- 
pendently and similar announce- 
ments along this line may come 
from them in the near future. In 
the case of Capper’s Farmer, inter- 
est of some advertisers was so keen 
that they asked for permission to 
use the new units immediately. 
Zenith Radio Corporation, for in- 
stance, used two-thirds page in the 
October issue. 


The genesis of three - column 


makeup in the front, and four-| 


column makeup in the back sections 
of magazines is difficult to de- 
termine. Some say that magazines 
originally adopted the newspaper 


15 


yardstick in adding sales appeal to 
their editors’ handiwork, continued 
to use a narrow column in the ad- 
vertising sections. 

The new makeup of Capper’s 
Farmer means that an 18-em col- 
umn will be used on some adver- 
tising pages, and 12% on others 
where the old space units are uti- 
lized. 


Ludekens Leaves L&T 
Fred Ludekens will resign Jan. 1 
as consulting art director of Lord & 
Thomas, New York, to devote full 
time to commercial illustrating for 
publications and agencies. Mr. 
Ludekens was for nine years art 
director of the San Francisco office 


third or two-thirds pages, effective column as their standard, and while 


we ; : of Lord & Thomas. His studio will 
with its February issue. they later strayed far from this 


be at Mill Farm, White Plains, N. Y. 


Herry Ireland, formerly New York man- 
ager of Lake-Spiro-Cohn, Inc., and a 
member of the Macfadden Women's 
Group sales staff since 1936, who has 
been named Eastern advertising manager 


“1 of the group, a newly-created position. 
* ° / 
“| Classical Music 


“| Choice of Admen, 
Survey Indicates 


New York, Nov. 6.—Advertising 
executives may think in terms of 


ton boogie-woogie when they plan com- 
to mercial programs but they turn to 
ile Bach, Beethoven and Brahms when 


they seek relaxation, according to a 
survey of musical preferences con- 
ducted by Concert Program Maga- 
zines 

Questionnaire returns from all 
pa of the country disclosed that 
three-quarters of the business men 
prefer classical music, with 20 per 
cent indicating a fondness for all 
ioe music and 5 per cent voting for 
popular music. Major concert halls 
and music centers are visited regu- 
larly by 80 per cent of respondents. 

Most popular musical groups were 
named in this order: New York 
Philharmonic, Boston Symphony, 
Goldman Band, Hall Johnson Choir, 
Wallenstein Sinfonietta and Fred 
Waring’s organization. At the opera, 
the advertising executive prefers 
Tristan over Carmen, Madame But- 
terfly or Aida. 

Top choice vocalists are Flagsted 
and Tibbett, with Marion Anderson, 
John Charles Thomas and Kate 
Smith next in order. Jascha Heifetz 
and Josef Hoffman pace the instru- 
mentalists, with Menuhin, Giese- 
king, Kreisler and Rachmaninoff in 
that order. 


Many Instrumentalists 


More than one-third of those who 
answered the questionnaire reported 
that they played a musical instru- 
meni or sang. Pianists predomi- 
hatei, but there were also plenty of 
Violin, organ, flute, cello, clarinet, 


IT MUST BE GOOD! 


Here’s what 


RIGA’S GIBRALTAR 


ARE YOU TAKING ADVANTAGE 
OF THE STABLE YEAR ’ROUND 
~ MARKETS IN THESE DAYS OF 
BIG “DEFENSE ORDERS”? 


A 20,000-acre site near Blank has been selected by the War Department for a 
new TNT plant. The plant will employ 8,000 to 10,000 men. 

Newspapers shout this news. 
glow with pride. 


Chambers of Commerce in the selected cities 
And space buyers put such cities on the “must” list. 

But defense plans go deeper than munitions plants, steel mills and army can- 
tonments. They begin on and in the soil. The army cannot train on an empty 


stomach. Army tanks cannot run on spring water. Soldiers cannot spend a year 


in camp without the proper clothing. 


-_ Oklahoma stands ready to feed the army. It produces more No. 1 quality hard 
advertising | winter wheat than any other state and markets more than $90,000,000 worth of 
a. fay, ~~en are | te. & livestock a year. Oklahoma stands ready to fuel the army tanks. It produces up- 
_ saying about LEAD & ZINC COAL wards of 157,000,000 barrels of oil a year. Oklahoma stands ready to clothe the 
The | _—~ army. It has long been among the leaders in the nation’s huge cotton belt . . . is ris- 
© COTTON . $-\. WHEAT ing to importance among the sheep states. 


Rapid Way: 


oT BEEF CATTLE 


No state is in a position to contribute a greater share of its part in the national 


defense program than Oklahoma. No state will be called upon to do more. Like- 


comments are a few of hundreds. 


‘lI nei . ‘ or _ . 2 » “ 

es an eee OIL | wise, no market will yield greater returns to advertisers in these days of “defense or- 
valuable inf tion here than yo ; 

~ Sue ta tie eas Ot mahinn ane ders” than this basic, stable market of the Southwest where the seed of national de- 

take . ° 

; sone fense was sown some fifty years ago. 

Jus the thing I have been looking for 

for eral years."" 2 

Th book performs a real service! *’ P 1 


isk us for your FREE copy 
The Rapid Electrotype Company 


Cincinnati, Ohio 


Ally of advertisers since 1897"’ 


THE FARMER-STOCKMAN * MISTLETOE Express * WKY, OKLAHOMA City 
Sprincs * KLZ, Denver (Under Affiliated Mgmt.) * REPRESENTED BY THE KaTz AGENCY, INC. 


THE OKLAHOMA PUBLISHING COMPANY 


KVOR, CoLorapo 
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One-third of 1% of 
Total Sales 


Augusta, Me., Nov. 7.—The Maine 
Development Commission handled a 
$19,000,000 potato business last sea- 
son at an advertising cost of about 
one-third of a cent investment per 
dollar received by growers, it was 
reported here today. 

These figures, contained in a re- 
port submitted by Brooke, Smith, 
French & Dorrance, New York, 
agency for the Commission, are said | 
to represent a record low for the 
ratio of advertising cost to sales for 
any national or sectional merchan- 
dising program for an agricultural | 
commodity. 

According to the report, the Cali- | 
fornia Fruit Growers Exchange | 
spent 1.12 per cent of the delivered | 
price of its fruit for advertising, all 
citrus advertising groups 1.6 per| 
cent of farm value, and the Ameri- 
can Cranberry Exchange 2.4 per 
cent of the 
Exchange. 

Advertising of State of Maine po- 
tatoes, now in its fourth year, cost 
about $58,000 during the 1939-40 
season. Growers’ receipts for the 
period amounted to $19,403,080. | 


lof the Chicago 
|berger will continue contacting the 


making the ratio of advertising ex- 
pense to sales 0.3 per cent. 


“Freehold” to Accept 
Advertising Jan. 1 

Freehold, established in July, 1937, 
for the members of the National 
Association of Real Estate Boards, 
will open its pages to advertising 
beginning with the January, 1941, 
issue. 

William A. Edwards, who re- 
signed from the advertising sales 
staff of National Real Estate Jour- 
nal and Buildings and Building 
Management to establish his own 
publishing company, has been ap- 
pointed advertising director of 
Freehold. 


Names Pickett, Gredell 


Mr. Frank Wages 


Fair Trade Fight 


During Election 


Burlington, Vt., Nov. 7.—The na- 
tion’s hardest fighter against price 


|}maintenance believes the results of 


Tuesday’s election have helped his 
stand. 
Economy Store here, whose hard- 
hitting, no-compromise copy against 
every type of fair trade or price 
maintenance law has been chron- 
icled in ADVERTISING AGE for two 


|his own, and he’s pretty well satis- 


fied with the results. 


| “Senator Alfred H. Heininger, the 


The National Real Estate Journal |f0remost opponent of price main- 


has appointed H. N. Pickett to rep- 
resent it in Ohio, Pittsburgh and 
Buffalo with headquarters in Cleve- 
land, and Al Gredell to work out 
office. John Al- 


Eastern territory with headquarters 
in New York. 


price received by the | Kills Anti-Sign Bill 


The Pittsburgh City Council has 
killed an ordinance which would 
have forced removal of all over- 
hanging and projecting signs, both 
advertising and non-advertising, 
downtown Pittsburgh. 


tenance and grocers’ stabilization 
|laws, received the largest vote ever 


years, ran a political campaign of | 


Belmont Frank of Frank’s | 


given a candidate in this county, | 


and is leading all national and state 
candidates,” Mr. Frank told ApvER- 
TISING AGE. “We devoted 22 col- 
umns of newspaper space and a 
short broadcast of one ad to this 
|man’s candidacy. 

| “One proponent of price fixing 
|received the smallest vote of eight 
senatorial candidates. Split tickets 
‘and results indicate that our citizens 


in fone alive to the danger of higher 


prices if such laws are enacted, and 


ABE YOU SURE YOU KNOW ABOUT THE. 


SMALL-TOWN Housewife? _ 


In the Memphis Market there are 59 
small towns—2500, 4000, 8000 popula- 
tion. That's why we made a Home In- 
ventory of 26 typical small towns. We 
wanted to determine exactly what are 
the buying habits and brand prefer 
ences of these families who don't live in 
a metropolitan city, but who neverthe- 
less aren't rural. It's a tremendously 
interesting study. Anyone interested in 
any division of the food field will find ¢ 
the information on grocery type prod- 
uct acceptance, brand acceptance and 
family consumption extremely vital. The 
comparisons with metropolitan prefer- 
ences are very revealing. If you haven't 
seen the ''26-Town Home Inventory,’ 
write us or our offices. No obligation. 


soup 
soup, 


57% 


41% canned 


CANNED SOUP 


Neither do they make their own 
had canned tomato 
vegetable 
soup, 29% canned chicken soup. 


zt ~ : SS nal : 
hn 


PINEAPPLE JUICE 


37% of the families had pine- 
apple juice on hand—surp-rising 
for a comparatively new item. 


Would You Know 


WHICH GROCERIES 
She Uses, for Instance 


yET 


ILS 


“26 Town Home Inventory” Reveals a Wealth of Vital 
Information About Small Town Grocery Preferences 


. re 
BAKERS’ BREAD 


90% of the families had bakers’ 
bread. Small town families don’t 
bake their own bread any more. 


Private label jobber brands of 
flour have surprisingly reater 
acceptance than national brands 
in small towns. 


| | 
we shall continue our fight when | Charter Sperti Companies 
bills of this nature are before the 


| legislature. 


CONTINUES FIGHT ON FAIR TRADE LAWS 
Let the Voters Decide! 


WH Vermest Have s Prce-fFiumg. Price-Rarsmg snd Pree Stabdisabes Law @ (4) 7” 


Organized Grocers Guilty 


Ot Intimidating Legislative Candidates to the Vermont Senate 


These Camdsdates, 4 Elected, Will Vole Gor Comsumers Intorari 


nthe ae oe eect a 


= ,. we etiee 
4 You Went Far Low Prices-Vote For Condidetes Whe Stend For Faw Low Prices 


| ARE CAMDIDATES A 8. RUGG — mM WRIGHT — RUSSELL 
| MIQUETTE ON THE GROCERS FAVORED LIST? 


We Quote trom the Vermont Grover: Belleta. Sepi | 840: 


A 6 Rugs. Mm Ww 
A ~ righ 
oatcs FRama’s some 


en SORTS ereerr 


Frank's Economy Store, Burlington, Vt., the nation's outstanding fighter agains! 
fair trade laws, continued its assault with this full-page advertisement in loca! 
papers on the eve of election. 


| The Sperti Laboratories and the 
ig : |Sperti Flourescent Lamp Company, 
“It is impossible to tell the stand- | Norwood, O., have been chartered 


jing of the state senate of 30 mem- 
bers on this issue, but the state’s 
/1,300 grocers behind stabilization 
|bill enactment are a real danger. 
Grocers put candidates of both par- 
ties on record before election and 
created ‘favorable’ and ‘unfavor- 
able’ lists. This action bordered 
upon intimidation and was so stated 
in my ads.” 


WNEC to Expand 

WNBC, New Britain, Conn., has 
been granted a power increase from 
1,000 to 5,000 watts, day and night. 
The station will build a new trans- 
| mitter. 


‘Bundy Tubing Appoints 

Bundy Tubing Company, Detroit, 
‘has appointed Brooke, Smith, 
French & Dorrance to handle its 
advertising. 


by the State of Ohio to manufac- 
ture further inventions of Dr. 
|George Sperti, Cincinnati scientist. 
|The new companies will be in the 
building of the U. S. Playing Card 
|Company at Norwood, where the 
|Sperti Electric Mfg. Company and 
'Science Laboratories, Inc., are lo- 
| cated. 


Waukesha to Mulberger 


Waukesha Sterile Foods Corpora- 
tion, Waukesha, Wis., has appointed 
H. C. Mulberger, Inc., Milwaukee, 
to handle its advertising. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


| 440 So. Dearborn St. 
| CHICAGO 


Wabash 655 


Ray Dady 
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OLD FAVORITE 


ecioms baby. you'll 


obe eave to me and 
to protect your baby beauty” 


song 


The fall newspaper campaign which 

Manhattan Soap Company is just launch- 

ing features the 50 years of service of 

Sweetheart soap. Franklin Bruck Adver- 

tising Corporation, New York, is in 
charge. 


Hearing Over 
“Cola” to Be 
Resumed Today 


Wilmington, Del., Nov. 5.—Punc- 
tuated by frequent verbal clashes 
between rival counsel, 


Cola attorneys that several of the | 


brands were obscure, difficult to find | 


and many were not advertised. 
Briefs of Coca-Cola counsel filed 
in the suit against the Koke Com- 
pany, decided by the U. S. Supreme | 
Court 20 years ago in favor of the | 
complainant, were admitted in evi- 
dence by Chancellor Harrington. | 


|The briefs were offered by counsel | 


| 


for Nehi to prove the existence of 
69 other similar drinks. Lengthy 
| objection was offered by Coca-Cola 
|attorneys to the admission of the 
briefs. 

Nine witnesses were offered by 
| Nehi to refute charges of substitut- 
‘ing Royal Crown Cola, 


|product of the respondent, for 


|Coca-Cola in various sections of the 


the injunc- | 


tion case of the Coca-Cola Com- | 


pany versus the Nehi Corporation, 
of Columbus, Ga., has been ad- 
journed until Nov. 11, 
weeks of intensive personal testi- 
mony on the part of investigators. 
Arguments over the definition of 
“cola. drink” 
long drawn out before Chancellor 
W. W. Harrington in the Court of 
Chancery here. The case has been 
adjourned until Monday, Nov. 11. 

Charges that the Royal Crown 
Cola advertising signs were imita- 
tions of the Coca-Cola signs were 


after two} 


were frequent and | 


made and Royal Crown Cola ad-| 


vertising signs were added to the 
collection of Coca-Cola advertising 
signs. C.C. Colbert, executive vice- 
president and secretary of Nehi, 
however, denied any imitation of 
the Coca-Cola’s signs had been at- 
tempted. 

From Los Angeles, George E. Sil- 
ver, a bottler, testified that if the 
name “cola” were dropped from 
the Royal Crown beverage he might 
have to go out of business. 


Buys 28 “Cola” Drinks 


In the course of examination, J. 
W. Mullen, of Nehi 
legal department, testified that dur- 
ing a trip through Georgia and 
Florida last year he purchased 28 
brands of “cola drinks” but ad- 

ed under questioning by Coca- 


_ 


p Photos That Breathe “7 


rder our new 48 page Catalog 
- approximately 1000 NEW 
STOCK PHOTOS 
ide range of subjects available. 
‘posit of $5 necessary—but— 
* amount will be CREDITED 
linst first purchase of $10. 


I lack Box Studios 


Established 10 years. 


13. East 57th St., New York, N. Y._ 


Corporation’s | 


Middle West. 


| Your Vote Count.” 
leading | 


|affinities for this purpose, 


Parker Pen Tells 
Voters How to 


Protect Ballots 


Janesville, Wis., Nov. 4.—The eve 
of the Presidential election, which 
found most national advertisers | 
slightly intimidated by the uproar, 
provided Parker Pen Company an 
opportunity for a neat tie-up with 
the denouement. The company took 


/small space in a large list of news- 


papers to tell the public “How to 
Beat Election Crooks and Make 
The copy out- 


| 
other possible uses for them 


The original list of papers in- 
cluded about 60, but investigation 


|by Blackett-Sample-Hummert, Inc., 
| the 
|number in half. 


company’s agency, cut this 
Some states out- 
|law the use of pen and ink in vot- 
\ing. Others use machines. In some 
cities, the agency found, no hint of 
vote frauds has ever sullied the 
municipal reputation and citizens 
might resent the intimation that 
their election officials would stoop 
to such tactics. California, Ohio 
and Kansas are among those bar- 
ring ink on ballots. The Eastern 


| seaboard is the principal habitat of | 


lined the advantage of ‘using pen | the voting machine. 


}and ink to mark ballots, the Parker 
‘and Quink being described as ideal 


The Parker copy avoided offense 
to anyone and at the same time 


among | added logic to its story by pointing | Company. 


out that all political parties favor 
honest elections. 


Outdoor Association 
to Meet Nov. 14-16 


The Outdoor Advertising Associa- 
tion will hold its 49th national con- 
vention at the Drake Hotel, Chicago, 
Nov. 14-16. National market sales 
ind advertising will be discussed 
Nov. 15 

“Serving the Public” will be the 
theme of the meeting Nov. 16. 


Watts in Four A’s 

Watts Advertising Agency, St. 
Louis, has been elected to member- 
| ship in the American Association of 
| Advertising Agencies, in continua- 
tion of the membership previously 
held by Chappelow Advertising 


‘First in 


Industry Coverage 


Every branch of the industry is thor-— 


oughly covered. 


But even more significant is Aviation’s — 
_ dominance in the key industry brackets. — 


As the detailed circulation breakdown of 


_ Aviation shows, more than 46% — almost | 


11,000—of Aviation’s subscribers are men 


WITHIN THE INDUSTRY. For in keeping | 


_ with a long established habit, these men 


7 who control the specifying and buying e 


_ in America's fastest growing industry, ar 


_ depending more than ever on Aviation me 


- for authoritative information of the latest 
| aeronautical developments. = if 


COVERING THE AVIATION MARKET 
WITH AVIATION 


Industry circulation. .......10, 848 First 
The Largest Industry Circulation of any Aeronautical Mag- 
azine — includes manufacturers of planes, engines and ports; 
air transport companies; distributors and dealers; airport ex- 
ecutives; and men in various branches of government aviation 
such as the army ond novy. 


[ie dngeit and most nfleitil 


MANUFACTURING CLASSIFICATION 


Aircraft Manufacturers 

Engine Manufacturers 

Parts and Accessory Manufacturers 
Total Manufacturing Classification 


3,168 First 
627 First 
1,465 First 


5,260 First 


INDUSTRY AUDIENCE of any 


GOVERNMENT CLASSIFICATION 
The Army Air Corps, the Noval Bureau of Aero- 
novtics, the Air Services, branches of govern- 
ment aviation 
INFLUENTIAL CLASSIFICATION 
Bonks, investment houses and oe erg me 
Oy technical and other educatio 1900 peret 
Pmnan A and individuals interest in aviation. . 291 
Total Influential Classification 2,621 First 
OPERATING CLASSIFICATION 
Air Transport 
Fixed Base Operators (Dealers, Distributors, Fly- 
ing Schools, etc.) 
Plane Owners, not otherwise classified 
Students 
Airports 
Total Operating Classification 
TOTAL EFFECTIVE CLASSIFICATION 


Manufacturing 
Government 
Influential 
Operating 


2,235 First 


340 First 


5,260 First 
2,235 First 
2,621 First 


Miscellaneous 
Unclassified 
TOTAL NET PAID CIRCULATION 
Mail Subscribers, Total 
Net Single Copy Sales 


A Billion-Dollar 
Industry 


ie * 


& Media File” and get the latest, important 
facts and figures on the Billion-Dollar Avi- 


ation Industry. This handy, condensed file 
_ gives in complete form, the scope of the 


market: Military, Air Transport, Civil and 
Manufacturing. You also get helpful data 


_ on Circulation, Editorial scope and plans, — 
_ Advertising, and Specifications. BF Get 


_ your copy by writing to Market Research 
_ Dept., Aviation, 330 West 42d St. New 


York City, N. Y., or write to your nearest 


AERONAUTICAL BUSINESS MAGAZINE 


AVIATION, America’s oldest aeronautical magazine, has been the leader for 
24 years .. . and this leadership has never been more pronounced than 
it is right now. 

The total net paid circulation of AVIATION has been more than doubled 
during the past four years. The 34,390 net paid circulation shown in the 
June, 1940 A.B.C. Statement is over 6,000 more than the figure for June, 
1939. And AVIATION’s circulation continues to increase in advance of the 
rapid expansion of the industry itself. 


FIRST IN ADVERTISING VALUE 


The intensive readership AVIATION enjoys applies to the readership of 
AVIATION’s advertising pages. Men throughout the industry look to AVIATION 
for current buying information, essential in the present expansion program, 
where speed with efficiency is imperative. 


Coming in February 
AVIATION’S 8th Annual Directory Issue 


Aviation's Complete ‘All-American Air Show in Print'’ 


1941 edition will be greatly expanded 
to include new data now vital to 
the industry's need for more com- 
plete specifying and buying infor- 
mation. 


... the principal and most authorita- 
tive source of information on the 
aviation industry published. Its great 
reference value makes it widely used 
by all branches of the industry. The 


FEATURE SECTIONS INCLUDE: 

Complete Section of design detail draw- 
ings. Design trends will be graphically 
illustrated. 


Complete description and performance 
details of America’s civil, transport 
and military aircraft illustrated by 
photographs and 3-view drawings. . 
Complete Directory of aircraft, engines, 
parts, 


Complete detailed specifications of all 
aircraft and engines (excluding only 
military models on restricted list). 


accessories and equipment man- 
ufacturers — and principal personnel. 


DF PLAN NOW to advertise your 
products in the 1941 Edition of AVIATION’S 
8th Annual Directory Issue... published 
in February. 


CIRCULATION OVER 38,000 giving 


VIATION @ <i> Q 


330 W. 42nd St., New York City 


of aircraft manufac- 
turers, engine and parts manufacturers 
(including sub-contractors), %perators, 
government and military officials, aircraft 
owners, dealers and distributors. Price 50¢ 
per copy on the newsstands, 


thorough coverage 


America’s Oldest Aeronautical Magazine 
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Pabst Poster Gets 
First Award in 


Outdoor Contest 


Ford and Chevrolet 
Take Second, Third i 
Art Competition 


(Picture on Page 35) 


Chicago, Nov. 7.—The 24-sheet 
poster, “Gi’ Me the Bonnet Wi’ the 
Blue Ribbon On It,” created for 
Pabst by J. Walter Wilkinson 
through Lord & Thomas, and litho- 
graphed by the U. S. Printing and 
Lithograph Company, won_ top 
honors today at the unveiling of the 
llth annual exhibition of outdoor | 
advertising art here. 

Second award went to “We’re On 
the Job With a Ford Truck,” drawn 


for Ford Motor Company by Elmore | P®@"Y: 


Brown, and lithographed by Gugler | GU8!er; 
Company. 


The ten honorable mentions were | 
Third award was given to the | | as follows: 


Lithograph Company. The agency | 
was McCann-Erickson, Inc. 


poster, 


COVER ART TELLS STORY WITHOUT WORDS 


swi 


yellow: me 


COFFE 


ea 
esti ves 


Unique in two respects is this 24-sheet poster for S & W products. 
contains no copy whatever. 


It utilizes a front cover drawing for Collier's, and it 
Brisacher, Davis & Staff is the agency. 


It was also lithographed by | Ward. Agency, N. W. Ayer and | 
through Campbell-Ewald |McCann - Erickson. 


“Something a Lady Appreciates,” 
Lithographer, |for the Texas Company. Artist, 
|U. S. Printing. Clark Agnew. Agency, Buchanan 
“Man With a Barrel,” for Peter |& Co. Lithographer, McCandlish. 
Ballantine & Sons. Artist, Joseph | “No Third Term,” for Democrats 
for Willkie. 


“Chevrolet’s First Again, n | Honorable Mentions Binder. Agency, J. Walter Thomp- | a Fer eo po 
drawn for Chevrolet by Burleigh; “His Boss Owns a Ford,” for Ford |son Company. Lithographer, Me- | SSency, Continental ‘Lithograph | 
Withers of McCallum, Stearn Com- Motor Company. Artist, Keith |Candlish Lithograph Corporation. boone 

| “Swim Suits,” for Jantzen Knit- 
|ting Mills. Artist, George Petty. 


Not One 
News Camera 


Clicked 


Agency, Botsford, Constantine & 
Gardner. Lithographer, Edwards & 
Deutsch Lithograph Company. 


Food Products Win 


“Put Roses in Baby’s Cheeks | 
with Carnation,” for the Carnation | 
Company. Artist, Leslie Michael- 
son, Agency, Erwin, Wasey & Co. 
Lithographer, National Printing & 
Engraving Company. 

“Cooling,” for California Fruit | 
Growers Exchange. Painted dis- 
play, with still life done by Charles | 
E. Johnson and photography by 
Charles Kerlee. Agency, 
Thomas. 

“America’s Most Delicious Ham,” 
Artist, Fred 


Lord &| 


“In the Spring a ‘Woman Man's 


Fancy,” for Packard Motor C; 
Company. Artist, John Falte 
Agency, Young & Rubicam. Litho; 
rapher, Gugler. 

“Extra Protection Against Wea: 
for Socony-Vacuum Oil Compan 
Artist, Harold Anderson. Agency, 
Stirling Getchell. Lithograph 
Forbes Lithograph Mfg. Compan 

The awards were presented 
| Fred Ludekens, art director, Lord 
| Thomas. 


Florida Citrus Ad Budge! 
Put at $1,270,000 


| With an unusually heavy crop 


|sight and a difficult selling seasc: 


ahead, the Florida Citrus Comm 
| sion has adopted a budget for : 
| 1940-41 season totaling $1,270, 

This is $460,000 more than was 

| propriated for the purpose last s: 
son and $300,000 ahead of °' 
|heaviest annual budget e 
adopted by the Commission. 

| The revenue is based on an ; 
| ticipated crop of 20,000,000 boxes 
grapefruit, 24,000,000 boxes 

| oranges, and 2,800,000 boxes 

It will be derived, 

| during the past year, from a tax 
one cent per box of oranges, th: 
cents per box on grapefruit and fi 
cents per box on tangerines. T 
will give an income of $980,000 
which will be added more th 
| $200,000 from advertising funds : 
expended last year. 


Cadagan to Handle 
Pineapple Advertising 


C. C. Cadagan, assistant gene: 
sales manager of Hawaiian Pir 
apple Company, has been appoint 
to direct advertising, succeeding 
B. Flick, former advertising ma 
ager, who has been named com 
| troller and transferred to the pin 


| apple company’s Honolulu offic: 


or 


Adv ertising activities will be under 


| the supervision of the sales depart 


ment. 


Cooke to Stack-Goble 


Gordon D. Cooke, formerly wit! 
Chicag 
has been appointed vice-presiden 


Sherman K. Ellis & Co., 


se 


|of Stack-Goble Advertising Agency, 


| New York. He will be in charge 


|all copy. Mr. Cooke has been ass‘ 


of 


URING 1930 an important 
news story broke in Gibson 
County, Indiana. 


But not one New York newspaper 
flew a reporter down there. Not one 
news camera clicked at a pair of well 
turned legs. No sob sisters inter- 
viewed a beautiful “Tiger Girl’’ mur- 
deress in the local jail. No feature 
writers headlined sordid intrigues of 
a sensational divorce case. 


This was a story about field corn. 
And Capper’s Farmer Objective 
Journalism dug it up. 


Sure, it’s a prosaic subject that will 
never sell a newspaper off a news- 
stand. But that story haschanged loss 
to profit for thousands of farmers. 


Maybe a school of journalism grad- 
uate wouldn't get excited over the 
fact that the average yield of corn 
was dropping from year to year. But 
Capper’s Farmer was concerned. 


When the tip came that farmers in for Armour & Co. 


Gibson County, Indiana, were grow- 
ing 100 bushels per acre Capper's 
Farmer went hot-foot after the facts 

.and published them for American 
Farmers. 


Today Gibson County Methods are 
in wide use. In many sections they 
have more than doubled corn yields 
with corresponding increases in farm 
profits. 


That's Objective Journalism in ac- 
tion. That's what has made Capper's 
Farmer so unique among farm maga- 
zines. That's why Capper’s Farmer's 
1,200,000 subscribers are ardent Cap- 
per’s Farmer readers. . . from cover 
to cover every month. 


That's why your advertising in 
Capper’s Farmer gives you so much 
selling power in the famous Farm- 
Dominated Mass-Market of the great 
middle west. 


CAPPER’S FARMER 


TOPEKA, KANSAS 


these 13 states, the 
richest half of the Farm 
Dominated Mass-Market, 
Capper’s Farmer is read 
in one out of every three 
homes 


Ludekens. Agency, Lord & Thomas.) york, and with Blackett-Samp| 
Lithographer, Gugler. 


ciated with Ruthrauff & Ryan, New 


Hummert in Chicago and New York 


THE KCK5od NETWORK 


STATION. IN, 


10,000 WATTS 50.000 tou 


WESTINGHOUSE RADIO STATIONS 
Represented Nationally by NBC Spot Sales Offices 
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STARTING SURE 


ELECTED FOR 5% TERM! 


95% WILL GET GUARANTEED STARTING AGAIN! 


Enthusiastic Ohne car owmers say Standard OW Products 5S 
completely hiched ome of the worst warters m2 Decade! 


“YOU START, OR WE PAY!”. STANDARD Olt 


The greatest endence of Product Fasth ever shown on the oul basemen 


For the fifth successive year newspaper 
copy of Standard Oil of Ohio offers 


guaranteed winter starting. Take Sohio's 


to start, call a garage and Standard Oil 
will pay the garage starting bill." 


New Plea for 


Dept. of Consumer 
Voiced in Book 


New York, Nov. 7.—Advertising 
was indicted today for failure to 
“take advantage of its constructive 
opportunities” in a new appeal pub- 
lished by Columbia University Press 
in behalf of a special department of 
the consumer in the federal govern- 
ment. The latest in a series of 
treatises on this theme, 
“Consumer Representation in 
New Deal,” labels the centralization 
of consumer representation as es- 
sential to the nation’s economic 
welfare. 


The author of the book, Dr. Persia | 


Campbell, economics instructor at 
Queens College, New York, de- 
scribes in minute detail the thorny 
road trod by the various consumer 
agencies, beginning with the Con- 
sumer Advisory Board of NRA days, 
up to the present. Although credit- 
ing the many New Deal consumer 
bodies with having given articulate- 
and direction to the whole 
consumer movement, she arrives at 
the conclusion that “the consumer 


ness 


point of view will not receive ade- | 


quate attention unless it is separ- 
ately represented.” 


Consumer Hindered 


At a number of points in the book 
advertising is blamed for various 
msumer woes, but the most 
jinted charge is the assertion 
it in the “confusing situation” 
hat has developed in the producer- 
nsumer relationship, “the con- 
mer has been hindered rather 
in helped by advertising prac- 
es.” She adds that “consumer de- 


*n A ee ow 


SET UP 
PROVED 
OK’D v 


--- AND THEN 


JELIVERY maybe a deadline 


sh, maybe time to spare. Bat why take 
unces? Send your plates, drawings, 
nted matter, everything worth send- 
, the quick, through quality way, by 
\ILWAY EXPRESS. They'll go faster and 
er, at deadline tempo, from pick-up at 
t door to delivery direct to your con 
1ee's. Low rates. Nation-wide service 
extra charge for pick-up and deliv 
in all cities and principal towns 
ne our agent today for a talk on ser- 
arrangements 


ise AIR EXPRESS 


al delivery 


PAILWAYE&EXPRESS 


NATION-WIDE RAIL-AIR SERVICE 


entitled | 
the | 


mand has in fact frequently become 


nique in the hands of producing 
interests.” 

| Dr. Campbell further declares: 
\“It is a mistake to assume that 
under present conditions consumers 
|always know what they want, are 
jable to judge between good and 
|bad products and are in a position 
to take or reject the products of- 
‘fered. Intelligent consumer choice 
|has been made very difficult by the 
extraordinary variety of products 
at low cost which modern technol- 


| |ogy has put on the market.” 


| In reviewing the experiences of 


= |the Consumer Advisory Board, Dr. 


Campbell recalls a 1935 report on 
ithe NRA distribution code to the 
‘effect that “the large manufacturer 


had been increasingly able to domi- | 
the plaything of advertising tech- | 


nate his independent distributors. 
By national advertising he had im- 
paired their control of the market’s 
good will; by financial strength he 
had established superior bargain- 
ing power; and by the discovery of 
direct selling techniques he had 
threatened their very existence.” 
“Crediting Consumers Union and 
Consumers’ Research with having 
contributed effectively to the “in- 
|creasing vitality of the consumer 
/'movement,” the author sees the 
movement steadily gaining force 
and direction. She believes further 
that “indications of a growing sense 
‘of common objectives among the 
various organizations” is due in 
large part to the bitter attacks 
that have been made upon con- 


sumer activity by certain business 
groups, particularly in the advertis- 
ing field. 


Sansom, Mathias at EAA 


F. A. Sansom, International 
Nickel Company, New York, and 
H. R. Mathias, industrial sales pro- 
moter, Standard Oil Company of 
Indiana, will discuss “What Should 
| Advertising Do to Help the Sales 
force?” at a meeting of the Engi- 
jneering Advertisers Association, 
| Nov. 11 at 6:30 p. m., at the Electric 
Club, Chicago. 


Appoints F. W. Prelle 

| ‘Lne Doctors’ Budget Bureau has 
ippointed F. W. Prelle Company, 
Hartford, Conn., to handle its ad- 
rertising. Newspapers and direct 

|mail will be used. 


Consolidated Edison, 
Sloane Ads Win Awards 


| Consolidated Edison Company of 
New York has won first place in the 


1939-40 competition for the best 
public utility advertising in the 
United States and Canada, con- 


ducted by Vincent Edwards & Co., 
|New York. 

| The best furniture 
|award went to W. & J. 
|New York. 


advertising 
Sloane, of 


CBS Advances Jackson 


Henry M. Jackson, who was 
| transferred from the Pacific Coast 
ito the Chicago office of the Co- 
llumbia Pacific Network early in 
|September, has been named sales 
| manager of the Chicago office of the 
Radio Sales Division of CBS. 


| 


| 


ed 


Complete Coverage 


““As Smart as we are, Archibald? 
Hm-m-m-mph! What's so brainy about 
these sales and advertising birds who 
are buying radio time in Detroit, Los 
Angeles and Cleveland?” 


in the next field .. 


WISE EYES are on the “Second Three” 


winter treatment; then, “if you ever fail | 


“Get Wise to Yourself, Mortimer! 
Some pigeons spend all of their time 
scrapping with others for the grain in 
the biggest field. 


Ah. 


know there’s less competition over 


.. but the smarter 


. sometimes find the 


pickin’s better! Catch?” 


> 
‘ 


” 


of these Booming 4th, 


| oth and 6th Largest Markets is yours with 


WIR, KMPC and WGAR 


EN to one you've already been thinking about step- 


ping up your adver 
markets. 


Cleveland have been “on 


to pass up such opportunity. 


others, you've already 


tising in the “Second Three” 


You know how Detroit, Los Angeles and 


the boom.” You're not going 


And perhaps, like many 
that the 


discovered easiest, 


quickest method of blanketing these markets is through 


three radio stations. . 


. WJR, KMPC WGAR! 


and 


It's the economical 


Class A time on all three st 


way, 


hundred dollars weekly on 


too. Fifteen minutes of 


ations totals less than four 


a 52-week basis! Try to 


figure any other way of talking to nearly eight million 


families at such small cost! 
immediate trading areas of 
Cleveland ... 
different states! 


you also will 


Yes, for in addition to the 
Detroit, Los Angeles and 


get honus coverage in five 


Be sure that the “Second Three” cities get the consid- 


eration they deserve in your 


plans for 1941. And be 


sure your advertising will do a job in these vital markets. 


Put WJR, KMPC 


cnld WGAR 


on your schedules! 


WJR 


THE GOODWILL STATION 


THE STATION 


KMPC 


OF THE STARS 


WGAR 


THE FRIENDLY STATION 


Detroit Beverly Hills * Los Angeles Cleveland 
IN THE TH LARGEST IN THE TH LARGEST IN THE TH LARGEST 
NATION'S 4 MARKET NATION'S % MARKET NATION'S MARKET 
G. A. RICHARDS, PRESIDENT...LEO J. FITZPATRICK, JOHN F. PATT, LEO B. TYSON, VICE PRESIDENTS 
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start their “clean up” in their own 


Voice of the Advertiser wi raul be Hntrested. to know 


This departme 


United America 


To the Editor: Leading newspa- 
pers throughout the United States 
are today (Oct. 30) being sent the 
enclosed, in the expectation that not 
a few will run it before election 
day. 

If the Rosenberg vs. Sieck letters 
you published in recent issues 
typify the division in the advertis- | 
ing profession, over the election, it 
might be a good idea to give space 
in ADVERTISING AGE to the enclosed 


nt is a reader’s forum. Letters are welcome. 
H. E. Zrppropr, 


backyard before looking elsewhere | 


with a critical eye. 


this from other people. 


AGENCY SUGGESTS WE FORGET IT ALL ee ae Cae 


Keeping a File 
To the Editor: We are keeping a 
file of the column on “Ideas” by 
Harry Hibschman and we would 
like to know if the last article as of 
Oct. 14, is the final one. We have 
the two previous articles and as we 
wish to keep our file complete we 
want to know how many there will 
be in all. 

ELEANOR ANN JOHNSTON, 
Assistant Librarian, J. M. Ma- 


25°/, ALL WOOL 


FAMOL, “CHATHAM” 


25% ALL WOOL BLANKETS 


Pe eee 


Even ewe of these fine blankets at this price 


message in the issue now going to | 
thes, Inc., New York. would be caute fer encitemnnt, but Spans’s 


brings you fhree. Soft, thick with « a 


— . | H il th Wi ’ {[Editor’s Note: The article on underecnve and 6 ghichip. pilsd eufore 
ae Savees, al e inner. “ideas” which appeared in the Oct. | penne 5 we oe tae ‘sen Wie 


The Mayers Company, Los : 
Angeles. ; V hich di tel 14 issue of ApveRTISING AcE was the | ton (o.shoeana Sinn, sane gates oat 
eve No matter which one it is, let’s stand last of a series of three on that par- — e 

Election Letter Does behind him for National Defense ! ticular subject. However, Dr. Hib- atl . : 
ge schman’s lucid discussions of the! The "25% all wool” headline causes 
Necessary Clarifying Job various legal aspects of advertising | student to lose faith, even though th 
To the Editor: For some reason, toa - ' and merchandising are appearing | descriptive text er ng meee as 2! 
¢ | YOME OF may be inclined to grow vehement elected president, we will show th st of orld s 
the following letter has commanded | Yael this presidential cities wal to predict that ri gr mal solidarity pate te eaten! Lat’ regularly in these columns. | eal cent wou, t oe me oo ton. 
encomiums from those who have dire happenings if the “other fellow” wins. That's demonstrate to ourselves and the world, that although vyvesepeg, 
2 ° . ine...up until election day we may be divided today over whom we want to have 
had anything to do with its produc- | : sie . ° es 
Then wh for our next President, we are all 100% behind esther funny. 
tion, and from those who have c ™ 2 : candidate, once he has been duly elected to face the Candid Opinion Wi at hz » A — A t - 
ertainly, everybody can’t be pleased with the re : bil “ee . " . +3 la as DVERTISING GE to Sa 
peeked over our shoulder for a sults of every election. Bust in this country, those who $72¥est responsibility ever shouldered by an American To the Editor: In connection with | 1 out such advertising? 
| jon’t win always know how to “take it.”” And that is ee i iz i i ~ ' 7 = 
preview. vt win always know how to “take it.” And tha a the editorial in your Oct. 28 issue, S R 
ne of the most glorious things about our democracy . : . YDNEY AMPIL, 
cc a mm | ' . defense demands 100% American wnity. Let us,there- in which you mention President ; 
p ‘id ; : R. I It’s not just our free elections, it’s their painles Seite, gidialt wiltua din tibtiatian of thm: telinian Roosevelt’s comment that a free N. ¥. Uz. 42, Brooklyn. 
rovidence, R. I. | afrermath that inakes the American way of B0Nerm gor the disappointment of the loners at next Tuesday's came te Aimarion to te Ged tom [Editor’s Note: ApVERTISING Ac 
__, October 29, 1940. sod co the fom of devon pl Mad wot chs fae: Pees dala cage Paneer from outside vressure than |ttinks “25 per cent all wool” sills 
- " Ahostide forces our country has ever faced will < > Ss s : 
To Our Clients It is particularly umportant that after November tud ying the aftermath of this U. §. election, not te “corru tion volte i it’s oki but fails to see how it can be calle 
and Friends. : aad erent ty nee Nese AI ny, merely to see sohich side wins it, but to mote whether on , 5 S*Y | untruthful or misleading in the us 
TREMENDOUS TUESDAY alerd Gail. ab medi teseies Co a to generalize; but my guess is that) 1 own here.] 
nations the wor and especially those govern behind it and wh heartedly ss rt Our nex ei ° . . . . - . 
Gentlemen: ments thet hate deshocracy, and are pledged todestroy dons’, promnane of Netiondl Dotonn nia candid and informed opinion in- 
Next Tuesday night, we'll hug aa EE a ee ee See ee Se Come what may on November sth, all the peoples clines to the views expressed by = 
our radios until we are satisfied <a, ey nner er f the entire world must know that after that date the President. — “ 
that America has been saved or lost. take up our minds right now, that no matter wt America Stands United! H. Everett FARNHAM, 


According to our emotional reac- ; St. Joseph, Mo. = 

tions, we’ll pull out all the stops | ’ vwey For OUTDOOR 

Wednesday morning in a revival of Question Is Posed ADVE RTISING 
scutive vigor, re’ll fold msi : : : 

ia peat hand ig ? tal “< gitar To the Editor: Spears is the dis- IN NEW YORK, NEW JERSEY & CONN. AREA 

' : ' consult your advertising agency or 


Se Ree SIEN HIGHWAY DISPLAYS:INC 


at is, we will unless we keep 
“wae so on nforme en | Parry ae blanket! 25 per cent all wool. Since 
POUGHKEEPSIE. N.Y. 


in mind as sane, informed men setheciion eons devdloned th ore Commany, : rer - :, 
should that FACTS, rather than| ""*" = pote: Bend — —— be <0 per cent 
theories and emotions, govern. | tag Be. # bik Wiel iain tenes Xeni 
Like you, we hope our ee | On Tuesday, Oct. 8, Wilson & Co.| I have just observed the Stro- in oianiena basen this shows that 
will win. We are doing everything 'delivered to the post offices at Chi- | bridge Litho ad of “Over 90 Years | it jcn’t so 
possible to help him win. But, win| cago, New York and Los Angeles,|of Knowing How” in this week’s . om @ member of HN. Y¥. U's 
or lose, we know that these United | 13 990 individual-cans of their new | issue of ApverTISING AcE in the con- TRIAD longue eo this strikes — 
States will continue in the ascend-| meat delicacy made from choice, | dition mentioned above. ‘ : . 5 
ency. Thirty-seven presidential) jyicy, tender pork shoulder meat| Don’t you suppose that after all 
elections (enough to convince any | (Adv.—Editor), addressed to their | these years somebody should gently 
skeptic) have proved that despite | preferred and common stockholders | break the news to various artists, 
who is elected, America continues | and to the newspapers now carrying lete., that their long handle billpost- 


to grow bigger and better. Wilson & Co. advertising. Each |ers might enjoy their work more if | 
: To keep members of our organ~ | nackage carried an enclosure read- they first anchored the top of the | 
ization from emotional mis-guid- | ing as follows: 'sheet—as is usually done? (Or else’ | 
ance, we have a memo on all our) ~ «rq OUR STOCKHOLDERS give them a scaffold.) 
desks to remind us that, in the 7) «wij you please accept, with our | Joux C. Boax, | 
years just passed: — compliments, this full size tin of | Bork Poster Service, Butte, 
marriages have in be lien sea MOR? It’s our new meat delicacy, Mont. 
29.9% although population has made of choice, juicy, tender pork ,¢vg¢ 
increased only 4.7%. (Mar- shoulder meat, with that rich cure 


riages increase with prosperity.) that gives real flavor. We are proud ‘Timeliness 

Enrollments in high schools of this new member of the Wilson; To the Editor: We thought you 
and colleges" increased 21.9%. family. We think you will be, too. | might be interested in the attached 
(Proof that YOUTH believes = You will find literally a hundred | advertisement prepared for our 
the future of America and is uses for MOR. Hot or cold, break- 


¢ > i re , Os . ' = 
3? to make the most (fast, lunch or dinner, MOR is de- oe Republican CHW and Mes. jim &:4 
° ets l | rT licious. There are a number of was a Democrat ™~ and they K @ never did 
. : “ . as ‘rease . ° ‘ 
awona: income nas increaset similar products on the market but , AS ri 
65.1% Retail sales are up ‘ agree on politics {XML But they t did agree to 
a area we are convinced by many tests ¢ 
51.6% ; Salaries and wages are 7 - S save money , a travel and always go by Aia-Con | 
: : * and by its remarkable acceptance ‘ _ 
up 51%. Dividends and inter- ’ , , ditnned J] Santa te Teailways @ Bus iy on 
“Pie that MOR is best. We hope you 
est are up 21.8%. ; ; . all their trips PWObecause they alike the low 
will try MOR often—and insist that ‘ . 
There are more fundamental money saving piares @ superb Santa Fe Trailways 


your favorite retailer handle MOR.” EE civic tactile tina 
’ “rvine convenient under (he -sca uggage 


“ups” than fundamenta " , 
“dow ns.” Government, that i a Se Soe, ae | 
ms. over ~ é s . ~ ~ ye . compartmentsecomtortable Ae 
liti " - ra ttl ra ri United States Advertising Cor- uo 7 ce CODE 
O1llLICS, Na nig Vv 1 »~ tO " temperature while traveling e@ individual readin 
. I = oe eee ‘ = poration, Chicago. ' ~ E ad 
{ with causing either the “ups tights __]e roomy adjustable seats == se 


or the “downs.” NY AN clean meal stops "ag “and the glorious scenery (3 


The swing is upward. The elec- A Matter of Posting 
‘ tion won't stop it. The going is To the Editor: 
¥ easier. Election results won’t make : 


For years I have 
viewed cartoons, advertisements, 


= 
_— 


some wise-cracker may well call |the upper piece hangs down over |name indicates, they, of all groups, 
the “MOR dividend.” {the brush. jin my personal opinion, might well 


q : it harder. As always, some of your etc ortraying a billposter com- 
¥ competitors will do a turtle act ak ve * — 
eee. after election. While they are hid-| >. « » ws , client, Santa Fe Trailways, which, / 
4 a 7 ing in their shells, you'll have a/| 4” . . sd ; S because of its timeliness, was also i ‘ d i 
* selling advantage. We hope to help | |"*506)Sqvaumt tg UN used as a poster and an envelope | me epartment store advertising 
- " you make the most of it stuffer. F in The New York Times is at an all-time F 
a Very truly yours, JouHN C. ROBERTSON, : : _ 
| CLARENCE E. Boswortn. Ferry-Hanly Company, Chicago. | peak this year... ! 
a Tire ~Pree ,eorve rr > . , 
2 am aes |: SS. See et @ ! because The Times reaches the women [ 
; oie. we The Raleigh Poster ; who are New York's most active custom- ; 
i > 7 “* , . <s > i Pre 
Meat on the Table Cae a1) atten ar oe a in- ! ! 
: for Stockholders terest the comments indicated as / 221,840 weekdays, 414,180 Sundays in ! 
7 2 To the Editor: About a year ago enamating from the Bookwriter’s | the profit-rich Profit Half of the New York I 
: when Wilson & Co. sent its 18,000 League of America concerning the / market alone... | 
, stockholders a sample tin of Tender Raleigh poster. | 
be i Made deviled ham, the New York . . The Bookwriter’s League of one of the largest markets of free-spend- ! 
Stock Exchange ticker carried an |pleting a “stand” and invariably the | America,—objecting to an “every- ! ing women delivered by any newspaper ! 
item about it, calling it the “ham | bottom part of the sheet is always |day” bathing beach pose of a girl! / h | 
dividend.” Here is an item that |set perfectly and a large portion of |If that organization is what its ! anywinere. I 
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Editor Calls for 
Investigation of 
Agencies’ Politics 


Congressional Probe 
of Admen's Part in 
Willkie Drive Urged 


Madison, Wis., Nov. 7.—At least 
ne editor thinks that the part 
layed by advertising agencies in| 
he 1940 election should be investi- 
sated by a Congressional committee. | 

In his daily signed column in the | 
Madison Capital Times Monday 
William T. Evjue, editor of the pa- | 
er, baldly suggested the need for | 
uch an investigation “after the 
lection.” 

“It is a well known fact,” he as- 
erted, “that two of the largest ad- 
ertising agencies in the country 
vere behind the campaign that re- 
ulted in Willkie’s nomination at the 
Philadelphia convention. These 
ame agencies have had a leading 
part in the Willkie campaign. The 
tremendous influence of these big 
advertising agencies can be judged 
from the fact that they place mil- 
lions of dollars of advertising in 
American newspapers each year. 
These agencies plan and place the 
advertising of big corporate inter- 
ests in the United States that manu- 
facture goods for national distribu- 
tion. It is obvious that newspapers 
seek to please the hands that feed 
them and the influence of these 
agencies on the American press is 
tremendous. Not only have these 
agencies succeeded in getting re- 
duced rates for political advertis- 
ing,—in many cases they have suc- 
ceeded in getting publishers to run 
political ads for nothing. 


Calls Agency Copy “Disloyal” 


“In the Milwaukee Journal of 
Sunday is a full-page ad placed by 
Klau-Van Pietersom-Dunlap asso- 
ciates which was addressed to young 
men subject to selective service. If | 
the same sentiments had been ut- 
tered by a Communist, it would 
have been branded as rank dis-| 
loyalty. This Milwaukee agency is | 

same agency which has worked 
out a political technique in fighting 
public ownership of utilities in Wis- 
consin. 

“Here is an indication on how a 
big advertising agency can put on 
the pressure. One of the big ad- 
vertising agencies which is behind 
the Willkie campaign also handles 
the General Foods account. Jack 
Benny, Kate Smith, and other radio | 
tars wanted to appear publicly in 
support of Roosevelt, but the Jack 


Benny and Kate Smith programs 
a sponsored by General Foods. 
7 advertising agency handling 
tl account is reported to have 
topped Benny, Kate Smith and 
others from voicing their support of 
Roosevelt.” 


You get 2 FOR 1 value in) 


MIDWEST 


FARM PAPERS 


tional in the Midwest states—and at 
ost twice the subscription price. 


rie Farmer @ Nebraska Farmer 
@ Waliaces’ Farmer & lowa Homestead 
@ Wisconsin Agriculturist & Farmer 


@ The Farmer, St. Paul 


Smith, Fischer Join 


wice the circulation of the average | 


Coast Architects 
Pind Advertising 
Good Investment 


Los Angeles, Nov. 6.—Architects, 


Chicago Agency 

Douglas M. Smith, recently man- 
ager of the office of Edward L. 
Sedgwick Company, and Theodore 
Fischer, who has been account ex- 
ecutive with several New York and 


|Chicago agencies, have joined the|who have cultivated a professional 


= of Lane, Benson, McClure, | disdain these many years for ad- 
icago. eitel are having a change 
The Siebel Institute of Tech- inachargr ce te be | © change of 
nology, school of brewing and bak- heart in this section since a radio 
ing, has appointed the agency to|Program brought in more than a 
handle its advertising. jmillion dollar’s worth of business 


It all began when 
Bernhard Moves 


jin 22 weeks. 

| the State Association of Architects 

7 , of Southern California experi- 
wg 3 ee. pon oe Mae mented with a Sunday morning pro- 
York. Photo-Magnetic Lettering, a|8T@™ over KNX, Los Angeles, en- 
service of the Bernhard studio, has |titled “What, No Architect?”, in 
also moved to the same address. |which Mel Roach reads a script pre- 


pared by association members. 
The original 13-week schedule 


has been renewed twice and seems 


destined to continue indefinitely. 
The primary object of the program 
is to bring to the public’s attention 
the services of an architect and the 
advantages of having an architect 
draw plans to counteract the draw- 
ing of plans by builders. 

The cost of each program, includ- 
ing station cost, talent cost, direct 
mail, ete.. is about $200, bringing 
the expense budget to about $7,800 
for 39 weeks. This is paid for from 
association funds and from funds 
from work performed by the asso- 
ciation’s directors. The program is 
handled by Smith and Bull, Los An- 
It has been so successful that 


geles. 


similar programs have been started 
by five other state organizations. 


Form Blumberg & Clarich 


H. Blumberg, general manager of 
the Long Island Outfitting Com- 
pany, and J. J. Clarich, former mer- 
chandise manager of Sachs Quality 
Furniture Company, have formed a 
business service agency at 171 
Madison avenue, New York, under 
the name of Blumberg & Clarich. 


Boosts Community Chest 


A window display contest illus- 
trating work of the 50 welfare 
agencies affiliated with the Com- 
munity Chest was conducted by the 
Newark Advertising Club the week 
of Nov. 3 The winners will get 
cups. 


60 East 42nd Street, New York City 
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Lotteries and Advertising 
“Cash Money—Free, Gratis, for Nothing” 


By HARRY HIBSCHMAN 


[Editor’s Note: This is the seventh | figures of the winning number were 
of a series of discussions of adver- | “103,” and then, that the complete 
tising and publishing law and legal | number was “103,868.” Full houses 
subjects. The author is a practicing at that and four other theaters were 
attorney and counselor-at-law, au-| waiting for that word, and some 
thor and lecturer who has made |lucky lady soon claimed the money. 


publishing and advertising law his There were ten such spins of the | 
specialty. Other articles in this wheels, and ten awards running 
series will appear in these pages from $10 to $200. 


Something like this happens every 
Thursday night in these five the- 
aters. In addition, they give away | 
ian automobile every Tuesday night. 
It’s the old story in modern dress: 
Cash money and other things of 
value, “free, gratis, for nothing,” if 


from time to time.] 


When I was a lad back in Penn- 
sylvania, a considerable number of 
years ago, the medicine show slick- 
ers used to come around every so 
often, offering money, merchandise, 
and bottles of their cure-alls “free, 
gratis, for nothing.” 

The other night I entered a mo- 
tion picture theater in Los Angeles 
just as an attendant on the stage 
set in motion a complicated affair 
of wheels within a wheel, all bear- | 
ing various numbers. Even before | 
the wheels came to rest, a hand- 
some young man with a microphone 
announced with Ted Husing en- | ago. In six or seven other states 
thusiasm that the prize would be|the highest courts have reached the 
six five-dollar bills. In another|same conclusion, though the set-up 
moment he cried that the first three | has generally been such as to allow 


and are present in one of the chosen 
theaters within one minute after 
that number is called. But is it 
legal? 
Division of Opinion 

In California an intermediate ap- 
pellate court answered that ques- 
tion in the affirmative seven years 


only you hold the winning number | 


|persons to participate in the draw- 


ing without the necessity of pur- 
| chasing a ticket, as, for instance, by 
|/being allowed to register in the 


| lobby of the theater without being | 


‘obliged to pay for the privilege. 

| In at least a dozen states “bank 
nights” or other similar schemes 
have been declared illegal. Even 
the registration feature has not 
saved them. As the Nebraska Su- 
preme Court said a few years ago: 


“The prize offered to a registrant | 


|without a ticket, if he personally 
claim it within two minutes after 
the drawing, though outside at the 
|time, is a cloak to hide an evil de- 
|sign | and to evade and cheat the 
law.’ And in the State of Wash- 
lington it was held that it 
| against the law for a theater to give 
|}away by lot groceries 
dise donated by the merchants of 
| the neighborhood. 
| Used in Many Ways 

As every one knows, there are 
| hundreds of other schemes and de- 
‘vices that are constantly being em- 
|ployed by others than motion pic- 
|ture theater owners to win favor 
or to increase public patronage by 
giving away money or merchandise 
s | “free, gratis, for nothing.” News- 
| papers conduct “contests” with pic- 
| ture s, cartoons or prize essays; mer- | 
chants issue premium coupons; 


was | 


and merchan- | 


CKAGE / 


Tue Reusen H. DonneELLEY CorporaTION offers a complete handling and mailing service 


to advertisers who use premiums. 
This service consists of any or all of the following operations 
premiums: 


1 Original receipt of mail. Donnelleys 


2 Opening envelopes and checking contents: 
A complete and thorough check for the 
proper amount of cash and correct proof 


ical way to mail your premiums. 
Parcel Post mailings all four of our offices 
can be called upon to mail the premiums, 


involved in the handling of 


san tell you the most econom- 


For 


often saving our clients considerable 
of purchase. 
postage. 
3 Handling Cash: 
Balancing and depositing all cash, checks, 6 Warehousing the premiums. 


money orders and stamps. 


4 Addressing: 
Experienced typists trained for accuracy 


are capable of producing over : 
; 8 Preparation 


dressed labels per day. , 
showing an 


5 Sorting for Section 562 P. L. & R. or Zon- 
ing for Parcel Post: 


7 Handling of all 


laneous requests. 


irregular and miscel- 


of daily or weekly reports 
accurate accounting of cash 


received, number of requests handled and 
postage expended. 


An experienced staff of permanent employees enables us to completely prepare and mail 


your premiums within 24 hours after receipt of the requests. 


The following partial list of representative clients is the 
best recommendation of our PREMIUM MAILING SERVICE 


American Tobacco Co. 

The Borden Co 

Bayuk Cigars, Inc. 

Columbia Broadcasting System 

The Great Atlantic & Pacific Tea Co 


Hecker Products Corp. 

The Kellogg Co 

Lever Brothers Co. 

McKesson & Robbins, Inc. 
National Broadcasting Co. 
National Dairy Products Corp. 


THE _ H. DONNELLEY 
ae 


The Pepsodent Co. 
Pillsbury Flour Mills Co. 
Pure Oil Co. 

Standard Brands, Inc. 
Swift and Co. 


CORPORATION 


= Direct Mail Division AP Ee wed eS = 


ADVERTISER GETS SOME ADVERTISING 
ROOSEVELT'S ROOTERS CLIMB ALL OVER LANDSCAPE FOR A GLIMPSE 


1 
| 
| 


toms of Leyes Hen were leowmer tee 


ool 
“eo 


On top of this WiItmoert cutaide Cramy’s SDipyart dneens of toys perched Bie sparrows yesterday, waiting for Preetdent Roosevelt to emerge after his 


Playing politics is perfectly all right with Freihofer Baking Company and its 

agency, Richard A. Foley Advertising Agency, when it works out like this. It 

was pretty hard to miss the Freihofer copy in this five-column cut in the Phila- 

delphia Record, and the fact that the bakery also uses space regularly in the 
newspaper made a nice tie-up. 


| cigar stores use punch boards. 
on the radio the best answers or 
the most correct answers in quizzes 
ring the cash register. 

| To what extent are such schemes, 
|plans and devices lawful? To what 
|extent may an advertiser safely use 
ow ? 

| These are pertinent questions, but 
| questions to which there is no single 
‘or simple answer. To find the 
| answer one must consider at least | 
three federal statutes and at least | 
48 state statutes. In brief, both | 
federal and state legislation make 


anything that smacks of a lottery 
or gift enterprise character. So far 
as the federal laws are concerned, 


to use the mails for that purpose 
and is now similarly unlawful to 
|use the radio to that end. 
| tion, the use of a lottery to promote 
sales now constitutes an unfair 
trade practice that may be banned 


|\by the Federal Trade Commission. | 


So far as the state laws are con- 
cerned, anyone who conducts a lot- 
|tery is guilty of a crime. 
Elements of Lottery 

To constitute a lottery, there must 
be three elements. First, there must 


be a prize; second, there must be 
|chance in the allotment of the 
| prize; and third, there must be a 


|consideration for the privilege of 
| participating in the distribution of 
|the prize. 

Obviously we need not be con- 
cerned with the first of these. It 
\is the presence or absence of the 
other two that determines whether 
or not a given scheme for distribut- 
ling prizes constitutes a lottery. If 
‘either is missing, there is no lottery. 
| As to what is meant by “chance,” 
|it hardly takes an expert to find the 
answer, at least where the element 
of chance is clean-cut, as in the case 
of a numbered wheel or in the case 
of a flipped coin. Where doubt and 
trouble arise is in the cases involv- 
ing chance plus something else, or 
|chance camouflaged to look like 
labor or skill. So, where a news- 
paper published a series of cartoons, 
with lists of suggested titles, and 
offered prizes for the best selections 
ifrom those lists, it was held that 
the element of chance so _ out- 
weighed the possible element of 
skill as to taint the entire scheme 
with illegality. Chance may be 
present, but it must not be pre- 
dominant. In order that a given 
scheme may be valid as a contest 
and not invalid as a lottery, the 
prize must be awarded on the basis 
of a genuine exercise of skill and to 
a person actually adjudged the 
winner of the contest on the merits, 
by virtue of his superior knowledge 
and skill. 

Little Skill Required 

So far as this element of chance 
is concerned, it may safely be said, 
therefore, that most of the quizzes, 
tests and contests now so popular 


And | 


it unlawful to conduct a lottery or | 


it has long been a criminal offense | 


In addi- 


on the radio, where awards o! 
_money are made on the basis 0! 
skill or knowledge, are entirely 
|legal and cannot be condemned a: 
lotteries. It is quite different, how- 
ever, with certain programs pur- 
|porting to involve contests, wher 
the amount of skill required to par- 
ticipate and to win a prize is, in 
fact, so negligible as to make it in- 
evitable that the final choice of a 
winner must be made by lot. 

With regard to the element of 
| consideration, it also is easy t 
recognize in a clean-cut case. For 
example, if I pay a dollar to par- 
ticipate in a drawing under which 
the successful ticket holder receives 
an automobile, there cannot be any 
doubt that I did pay a consideration 
|for the privilege of taking part. But 
| what consideration do I pay to par- 
ticipate in a drawing on “bank 
night,” if I am not charged any 
more for my admission ticket than 
I would be on any other night? Or 
what is the consideration where a 
newspaper gives away chances in 
drawings to be held at regular in- 
tervals, whether the persons t 
whom they are given buy copies of 
the paper or not? 


Legal Confusion 


Well, in a case like the one last 
mentioned, a New York court ruled 
in 1919 that there was no considera- 
tion for the chance to share in th: 
drawing and hence no lottery. I 
England, on the other hand, it had 
been held some years before, und 
identical circumstances, that th 
fact that the issuance of the ticket 
would have a tendency to increas¢ 
the purchase of the paper to asce! 
tain who were the winners in th: 
drawings constituted a_ sufficier 
consideration of an indirect natu! 
to make the scheme a lottery. 

With regard to “bank night,” t 


MORRILL presents. . 
A BOOK OF FINE 
HALFTONE BLACKS 


NEW - PRACTICAL - HELPFUL 
Ask our salesman for a copy 
or write or phone our 
nearest branch office. 


MODERNIZE WITH MORRILL 


GEO. H. MORRILL (0. 


Conere! Printing int Corpererion 
100 Sexte AVENUE, Sew YORK, .Y. 
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courts that have held it illegal have | 
taken the view, in the main, that 
the increased attendance makes | 
every member of the audience a | 
contributor to a substantial sum 
that would not otherwise be re- 
ceived at the box office and that, as 
he adds his part, small and unascer- 
tainable though it may be, he does 
pay an indirect consideration for 
the privilege of participating in the 
drawing. Naturally this line of | 


reasoning does not appeal to those | 


courts that uphold the legality of 
this means of giving away money. 
They find the element of considera- 
tion to be lacking in the scheme 
nd conclude, consequently, that it 
oes not constitute a lottery. This 
s especially true where a person 
nay participate in the drawing 


without being obliged to buy an | 


admission ticket. 

The rule may, therefore, be said 
to be that the consideration need 
10t be either direct or substantial 
but must be actual though the 
courts in different jurisdictions dis- 
igree in many cases as to when the 
rule applies or how it is to be in- 
terpreted. The judicial attitude in 
general was well expressed by the 
Maryland Court of Appeals about 
fifty years ago in these words: “It 
is difficult, if not impossible, for the 
most ingenious or subtle mind to 
ievise any scheme or plan, short of 
a gratuitous distribution of prop- 
erty, which has not been held by the 
courts of this country to be in viola- 
tion of the lottery laws.” 


Give It Away 


I read that sentence to a would- 
be broadcaster several years ago, 
remarking, “There is the blue print 
for you to follow. Give your prizes 
way absolutely for nothing. Do 
not ask or require anything to be 
paid or given, or anything whatever 
to be done by anybody to partici- 
pate in your bounty. Make it an 
inconditional gift, though dis- 
tributed by chance, and you'll be 
within the law. Whether the pos- 
sible results justify the experiment 
is for you to decide.” Like many 
another, he could not see the sense 
of giving away something for noth- 
ing. He thought the least he was 
entitled to was names and addresses 
of prospective customers in return 


for his money and insisted that the | 


scheme must be such that anyone 
wishing to participate must fill out 


blank, giving his name and ad- | 


ss and other information, though 
the blanks might be distributed 
freely by mail and through retail- 
ers. That, I pointed out, would 
bring in the element of considera- 
tion and would make the scheme 
a lottery, banned both by the Fed- 
eral Communications Act and by 
tate law. He lost interest. But a 
viser advertiser saw the pot of 
gold, in a double sense. He does 
give away money “free, gratis, for 
nothing,” and no doubt it pays. The 
Maryland Court of Appeals men- 
tioned the key to legality in that 


tatement of half a century ago. It! 


“gratuitous distribution.” 
the lesson for today. 

As noted above, the use of lot- 
tery schemes to dispose of cash or 
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RANGE FARM GROUP 


HLLS BUILDING © SAN FRANCISCO 
Representatives 

Hastie, New York + F_E. M. Cole, Chicago 

Duncan A. Scott, Pacific Coast 
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merchandise may constitute an un- 
fair trade practice and cause the 
Federal Trade Commission to take 
action. The fact is that the Com- 
mission has had hundreds of cases 
of this sort under consideration. 
Candy manufacturers seem to be 
particularly troublesome. Hardly 
a week passes that a cease and de- 
sist order is not issued against 
some concern in this field. Among 
ithe acts that the Commission has 
condemned are such as the follow- 
ing: The use of punch boards and 
push cards to dispose of merchan- 
dise; the supplying of such devices; 
the packing of candy for use with 
|such boards and cards; putting pen- 
nies in, or slips good for additional 
|}merchandise, with candy; putting 
premium coupons in containers of 


tea or coffee; and distributing chew- 


ing gum with slips around some of 


the pieces entitling the holders to 


prizes. 

The merchandise distributed or 
sold in some manner constituting a 
lottery has included hosiery, lin- 
|gerie, clocks, radios, fountain pens, 
fishing tackle, and even butter and 
ice cream, in addition to candy. 
Orders of the Commission have 
been sustained in this connection 
in a number of cases, and there is 
no room for doubt regarding the 
Commission’s power to condemn 
and prohibit practices of this type. 

It must be manifest, then, that 
it behooves the advertiser so to set 
his course as to avoid the use of 
anything even remotely bearing the 
_character of a lottery. True, as ad- 


ministered by present-day courts in 
some jurisdictions, the law is not 
as narrow in defining what consti- 
tutes a lottery nor as strict in con- 
demning lotteries as it once was. 


But it still definitely refuses to 
countenance any scheme or plan 
that may be said indubitably to 


comprise the three elements already 
discussed, namely, prize, chance and 
consideration. The only scheme for 
giving away money or property by 
lot about which there cannot be the 
slightest legal doubt is one under 


which the prize is given away ab- | 


solutely free. 


Palan Opens Offices 

Robert Palan & Co., St. Louis, ad- 
vertising agency, has opened offices 
at 316 N. 6th street. 


Clews to WFBC 

W. H. Clews, classified advertis- 
ing manager of the News and Pied- 
mont, Greenville, S. C., for two 
years, has resigned to become com- 
mercial manager of WFBC, Green- 


ville, succeeding Dan _ Crosland, 
who has been made manager of 
WMRC, Greenville. Roland L. 


Chandler, formerly assistant to 
Clews, has succeeded him as classi- 
fied advertising manager of the 
News and Piedmont. 


NBC Adds Two Stations 
Two Mississippi stations, WGRM, 
Greenwood, and WSLI, Jackson, 
have joined the Southern group of 
the Blue network of the National 
Broadcasting Company. The two 
stations will be available as a pack- 
age at a network rate of $80 per 


;}evening hour. 


CONTENT 
The Daily Journal pub- 
lishes all the news of 
all the world the same 


day it happens. 


(Figures from ABC Audit Reports March 31,1940) 


READERS | 
The Daily Journal has the largest 
| circulation of any daily newspaper 
ever published in Oregon... 
140,570 
Total Net Paid 


and in Oregon's only Major Market... The 
Portland City and Retail Trading Zone... 


105,725 


“A good newspaper is interesting in content 
and appearance. It holds its readers and its 
advertisers. The Journal is a good newspaper! 


The JOURNAL 
Feillands ifleimeoen Tewspaper 


REYNOLDS-FITZGERALD, Inc.—National Representatives 
New York, Chicago, Philadelphia, Detroit, San Francisco, Los Angeles, Seattle 


ADVERTISERS 


The Daily Journal is 
first in local, general 
and total advertising, 
first 9 months of 1940. 


(Figures from Media Records) 
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New Ford V-8 Out: 
Mum on Ford 6 


A new low-priced Ford V-8 made 
its debut Nov. 1 in dealer show- 
rooms. Prices of the new Special 
line are from $25 to $35 under the 
Deluxe models announced this fall, 
and start at $665 for the coupe, 
f.o.b. Dearborn. The Specials have 
the same mechanical and body fea- 
tures as the Deluxe models but lack 
some of the extra refinements. They 
are intended to meet the needs of 
fleet owners, salesmen, farmers, etc. 

The trade still looking for a 
Ford six-cylinder car to be intro- | 
duced soon after the first of the} 
year, although the company has 
made no announcement 


1S 


Appoints Dwight Skinner | 
Dwight I. (Bud) Skinner, for- 
merly head of the Cleveland office | 
of John W. Cullen Company, rep- 
resentative of the Ohio Select List. | 
has been appointed to the Chicag¢ 
office of O’Mara & Ormsbee, na- 
tional advertising representative. 


Tulsa, second lieutenant-governor. 


OFFICERS OF TENTH DISTRICT, AFA 


seminal 


In this group, assembled at the meeting of the Tenth District of the Advertising 
Federation of America in New Orleans, are, seated: A. J. Jarrall, New Orleans, 
first lieutenant-governor; Les B. Harris, Dallas, governor; and Willard D. Egolf, 

Standing is Stanley Campbell, Dallas, secre- 
tary-treasurer. 


ee 


BETTER PLATES 


from Kodachrome 


For superior reproducibility give your engraver a Chro- 
not the film itself, 


Schlueter Appoints 


mura print from Kodachrome .. . 


publications, 
PHOTOCHROM « 1141 Belmont + Chicago 


and store 


business 
window 


The Schlueter Mfg. Company, 
Louis, has appointed Kelly, Stahl | 
man & Zahrnat, St. Louis, to handle 
its advertising. National magazines, 
direct mail, 
displays will be | 
|}used, according to present plans. | 
| 


of a series - OUR CUSTOMERS 


NUMBER TWENTY-FOUR .. . 


Much midnight oil —and effort worthy of a greater 


cause—has gone into this ad. We just can’t seem 


to get an idea that doesn’t sound gushy or that 


gives rise to an air of braggadocio. e We're try- 
bs ing to tell you about ourselves, about the company 


we keep. They're all grand folks—our customers— 


and we've popped more than one button off our 
vests over the jobs we've turned out for them. 
i Some have been comparatively easy, routine jobs of 
printing. Others called for copy and layout ideas, 
art work or direct color photography—all the things 
that go into making effective printed matter. We've 
aided in merchandising and distribution . . . and 
literally taken the dog for a walk. ¢ Yes, we keep 
nice company—and nice companies keep calling on 
us more and more for the kind of help we can and 
are happy to render. Our list of accounts is long, 
but our personnel capable . . . and, without mincing 


words—there is a job on your desk right now where 


our experience and talent can be of assistance. Pick 


up your phone and call us in! Better do it NOW. 


oi haa 


6) ae 


TALENT TO ORIGINATE SKILL TO PRODUCE 


at 


Lh 


ES tate 


bl 


Se eS 


AMERICAN COLORTYPE Macaw! A 


. ud et | 


., Advertising Is 
Background for 
Romantic Tale 


Boston, Nov. 6.—If advertising 
i|men can forgive the first chapter, 
‘they are likely to get a few grins 
jout of “Nathalie Gets Ahead,” by 
Dorothy Dwight Hutchison. Mrs. 
Hutchison, a graduate of Smith 
College and “an advertising writer 
of wide experience,” introduced her 
heroine in a_ previous’ volume, 
“Nathalie Enters Advertising.” Im- 
plicit in the second instalment is 
the threat of a third and perhaps 
a fourth term. 

The current book begins with 
Nathalie providing the feminine 
viewpoint in what appears to be a 
third-rate agency. The first ac- 
count assigned her is a dog biscuit 
which is handicaped with the trade- 
mark, ‘“Fidofood.” Despite this 
drawback, Nathalie proceeds to put 
the new product over with a bang 
by borrowing the idea of using 
sculptured figures—and not from 
soap, either, the medium used so 
appropriately by the Procter & 
Gamble Company. 


Handles Research Too 


Though hired as a copywriter, 
Nathalie doubles in brass as a re- 
search expert. While Gallup and 
Roper would probably scorn her 
somewhat casual gropings in this 
specialized field, Nathalie, accord- 
ing to her creator, usually comes up 
with the right answers. Nathalie 
keeps getting ahead until the agency 
merges her out of a job. Fortu- 
nately, an eligible young man is 
standing by to offer her a new 
future. 

While Mrs. Hutchison may have 
}committed a faux pas or two in her 
book, she was wise enough to write 
it, not for the consumption of har- 
ried advertising folk, but for the 
much more profitable general field. 
The advertising agency landscape, 
as a matter of fact, seems to be 
merely the background for the scur- 
ryings of a large number of young 
people whose chief object is matri- 
mony. As the book closes, Nathalie 
is confronted with the problem of 
whether to seek a new post, or to 
confide her destiny to the young 
man who not only has a good job, 
but who has in his spare time 
knocked out a best seller. Since 
“Nathalie Moves Ahead” may also 
qualify as such, there is good rea- 
son to believe that Little, Brown 
& Co., its publisher, will persuade 
Mrs. Hutchison that Nathalie’s re- 
tirement from the arena should not 
be prolonged. 


Decide on Ink Patents 


The International Printing Ink 
Division of the Interchemical Cor- 
poration and Frederick H. Levey 
Company have settled patent dif- 
ferences over their respective heat- 
set inks, Vaporin and Flashdri. Both 
products will be continued. 


IAC to Meet Dec. 5 


A one-day meeting of the Insur- 
ance Advertising Conference will be 
held at the Hotel Roosevelt, New 


Significant Developments 


Bus Industry 

Seeks a Slogan 

If the slogan “Better Light—Bet- 
ter Sight” can increase the sale of 
light bulbs by better than 60 per 
cent; if “Don’t Write—Telegraph” 
can tease thousands of extra dollars 
into Western Union coffers; and if 
“It Pays to Fly” can get a large 
section of the public sold on the 
idea that flying is really cheaper 
under many circumstances, then 
why wouldn’t a good, snappy slo- 
gan do a similar selling job for the 
bus industry? That was the reason- 
ing that voiced itself at the recent 
annual meeting of the National Bus 
Traffic Association and now some- 
thing is going to be done about it. 
The association is sponsoring a 
national contest to choose a slogan 
for the intercity bus industry, and 
Bus Transportation has been drafted 
to handle the job. Flashing from 
neon signs, fitted into the color 
scheme of buses, repeated over and 
over again in newspaper and mag- 
azine advertising, woven into com- 
pany trademarks, featured in time- 
tables, mailing pieces, decals, 
posters, advertising cards, window 
displays, and many other media, 
such a slogan used by the entire 
industry would help immeasurably 
to keep the message of bus travel 
in the forefront of the public mind, 
say the proponents. 

The contest carries prizes of $100, 
$25, and $15, and closes Dec. 31. 


Trademark Protection 
for Export Trade 
With increasing trade in foreign 
markets many manufacturers are 
confronted with the problem of 
trademark protection and the evils 
of unethical practices in the export 
field, G. Warren Heath points out 
in The Drug and Cosmetic Industry 
for October. He calls attention to 
the fact that the U. S. Department 
of Commerce in “Commerce Re- 
ports” states “that it is necessary to 
protect the legal right and title to 
the trademark, or other means of 
identifying products sold by Ameri- 
can exporters in foreign markets— 
especially because of the tendency 
to simulate American goods abroad.” 
In certain countries, the writer 
asserts, it is a regular practice of 
sales agents and other local firms 
to register in their own names the 
trademarks of well known Ameri- 
can products before such action is 
taken by the rightful owners and 
then sell them back at a handsome 
price. In some countries the trade- 
mark, label and general appearance 
of the package is imitated in such 
a way as to effectively deceive the 
buying public. And in other coun- 
tries the empty containers are ac- 
cumulated, refilled with cheap in- 


The Business Digest 


Reported by the Business Press 
Edited by RALPH O. McGRAW 


in Trade and Industry as 


; 
| 
| 


at prices materially below those oi 
the genuine article. This also ap- 
plies to wrappers which may easily) 
conceal spurious merchandise. 

With respect to trademarks, th 
countries of the world are divide 
into three general categories. The: 
are: (1) those in which first usag 
of a trademark usually is the basi 
for ownership; (2) those in whic! 
“no opposition” to registration with- 
in a specified time is required in 
order to acquire ownership of 
trademark; (3) those in which reg 
istration must be effected in ord 
to acquire ownership in and pro 
tection of a mark. It should b: 
noted that very few countries, in 
cluding practically all of the Lati: 
American countries, have laws co\ 
ering unfair competition. 

In the light of the writer’s expe 
rience in investigating trademar! 
infringements in many countries 
he advises the American manufac 
turer to protect his product i: 
every possible way when enterin; 
the export market. The cost of reg 
istering trademarks in _  foreig: 
countries ranges from $50 to $150 
and there are 105 countries in whic! 
they may be registered. 


Kwik Suds Company 
Sold to Weintz 


Glen Weintz has purchased the S 
and S. Soap Company, Kenosha 
Wis., from Raymond Schneeberge: 
Mr. Weintz has organized the Ken- 
osha Soap Mfg. Company to pro- 
duce Kwik Suds, an all-purposs 
soap powder, formerly made by the 
S. and S. company. 

Mr. Weintz, who is an amateur 
radio operator of considerabl 
|prominence, operates his business 
from a bed in a room at St. Cath- 
erine’s hospital in Kenosha, where 
he has been confined since Oct. 22 
1933, when he was injured in an 
automobile accident. Newspape: 
advertising is being used in connec- 
tion with a letter-writing contest. 


Robert Wright Moves 


Robert S. Wright has resigned 
from the Chicago sales staff of 
Popular Science Monthly to join the 
Eastern advertising staff of Progres- 
sive Farmer. 


a ll 


‘ 
NEW HAVEN MEASURES; 
RETAIL SPENDING 


7 
d 
, 
> 4 
7 4 
P Recent interesting figures released ; 
by Sales Management’s research , 
»> department's special analysis af- ¢ 
> fords remarkable gains for New 
) Haven territory. Effective buying ‘ 
 eeeae is S57 per 1,000 families | 
for 1939. Other changes, national j 
} family income from 45th to 24th ¢ 
» position, buying power from 32nd 
Pto 24th place since 1938. Retail 


gredients and resold to the trade | 


panies increased $45,916,000. Send 
for market brochure “Register 
» City” New Haven Register, 272 { 
» Orange Street, New Haven, Conn. ¢ 
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CF eae € ES A BO U 


WHY? 
Ask your Edward 


Petry representati ve 


rT BB ALTt MOR E) 


There is MORE NATIONAL 
SPOT ADVERTISING onWFBR 
than on ALL other Baltimore 
stations COMBINED! 


WFBR 


BALTIMORE 


National Representatives 


EDWARD PETRY & COMPAN’ 


* ON THE NBC 


York, Dec. 5. 


RED NETWORK * 
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One piece of copy in new newspaper 
campaign of the British government de- 
signed to enhance empire solidarity. 


Use Newspapers 
to Make British 
Empire-Conscious 


London, Oct. 5.-—The Ministry of 
Information of the British Govern- 
ment has launched a campaign to 
make the British more empire-con- 
scious, starting off with a series of 
newspaper advertisements which 

\| be followed by the use of post- 
‘ nd radio. 

One of the series of newspaper 
idvertisements refers to the Statute 
of Westminster of 1931, which made 
mature British colonies free nations, 
as the “New Magna Carta.” Copy 
emphasizes the spirit of the British 
empire and the purposes and ideals 
for which it is fighting. 

Copy for succeeding advertise- 
ments takes up the “British na- 
tions” individually, pointing out the 
war contributions of Canada, Aus- 
tralia, New Zealand and South 
Africa as well as the Crown Colo- 
nies. Copy for each part of the 


empire is illustrated with a draw- | 


ing of the head of a soldier typical 
of that region. 

The W. S. Crawford Advertising 
Agency is handling the account. 


To Barton & Goold 


srandt Aymar, formerly with 
gan Reichner & Co., New York, 
has joined Barton & Goold, New 


York. The agency has been ap- 
pointed to direct the following New 
York accounts: Leron, Ince., im- 


ported linens & lingerie; Greenberg 

iblisher, Inc.; Crown Publishers, 
school of Professional Arts, New 
k, Inc.; and Garry & Co. 


g from calendars to candle- 
this amazing new 912 page 
ndiser is the complete answer 
r Good Will Gift considerations 
or 40-41, 


Simply indicate your 
Pro ms, addressed to department 
AA your business letterhead, and 


« free book will be on your 
thin a few days. 


Ads Within Ads 
in U. S. Rubber 


Institutional Copy _ 


New York, Nov. 6.—Seeking a | 
solution of the advertising problem 
of a large company with a widely- | 
diversified range of products, | 
United States Rubber Company has | 
devised a semi-institutional type of | 
copy which promotes both individ- 
ual products and company person- 
ality. 

The campaign, which has just 
started in Life and The Saturday 
Evening Post, is built around the 
slogan, “Rubber Does It Better.” 
According to Thomas H. Young, 


U. S. Rubber’s advertising direc- | 


tor, the slogan “symbolizes 
right to exist as a commercial or- 
ganization and unites under a com- 
mon thought all of our products.” 


Reprints Advertisements 


Not the least unusual feature of 
the U. S. Rubber technique is its 
innovation of reprinting two prod- 
uct advertisements in a_ spread 
which also contains a series of nine 
pictures portraying other services 
rendered by the company. 

One of the pieces of copy repro- 
duced in the first insertion is for 


our | 


INNOVATION IN INSTITUTIONAL COPY 


RUBBER DOES IT BETTER 


Pennsylvania to Report 
State Liquor Sales 

Effective Jan. 1, Pennsylvania 
i distillers and liquor vendors will be 
- | better able to place their advertis- 
- |}ing and direct it toward their mar- 
kets through a new statistical serv- 
ice of the State Liquor Control 
Board which will report the sep- 
arate sales to liquor dealers and to 
individual patrons of the state 
stores. 

At the present time liquor men 
are uncertain just how much of 
their business comes from the pub- 
lic, which buys its liquor by the 


TATES BUGRER Company 3 } bottle, and from the tavernman, 
seein meee |who buys by the case. The new 
Rea! ‘ service will separate wholesale and 
- tags retail sales of the 579 State liquor 
ee » stores. 
Ip. “t. J e — 
UNITED STATES RUBBER™COMPANY __ Appoint Harold Parkas 


Harold Parkas has been appointed 
|publicity director for the Tampa, 
|Fla., city, county and Chamber of 


tires, and the second for Gaytees, 
stormy weather garments. 
later insertions will be in full color, 
and some will be devoted solely to 
company achievements without em- 
phasis on products, it was learned. 

The campaign is scheduled to 
continue for some time, and is in 
addition to regular product adver- 
tising. Campbell-Ewald Company 
is the agency. 


Some | 


Commerce joint advertising cam- 

. ¥% ‘4 Ss ee 4 ° < ° 

Ww. Va. Paper Appoints paign, ucceeding Roy A. Benjamin 

The Mail, Charleston, W. Va., has 

appointed Bryant, Griffith & Brun- | 

son, New York, as its national rep- | 
resentative. 


Announces Philcophone 1 : 
| The Phileco Corporation, Philadel- 
phia, has announced a new two-way | 
communicating phone, called the 
Philcophone, selling for $29.95. 


A Gol 


ITS TIMING THAT COUNTS 


ITS FIRST 
IMPRESSIO 


‘T, ED RIGHT . 


impression right! 


...» KLEERFECT* and 


ask your printer’s bid using: 


drive . . . because the full power of his shot is reached at the 
moment of impact. 
your printed advertising, for it’s the impact, the first impression 
that wins ... or loses ... 


paper which, because of its color, finish and feel, makes the first 


For your next catalogue, brochure or circular, ask your printer 


to submit printed samples of Kimberly-Clark low-cost book papers 


step up the acceptance of your printed advertising. Here are two 
papers which command instant reader respect and definitely 


reduce the over-all cost of printing. On your next printing job, 


. . he'll smack that ball out for a record 


That moment of impact is just as crucial in 


your prospect's attention. Select the 


HYFECT*. See how their perfect printability ean 


KIMBERLY-CLARK CORPORATION 


Established 1872 


New York 


Curcaco 
Los 


ANGELES 


NEENAH, WISCONSIN 

122 East 42nd Street 
8 South 
510 West Sixth Street 


Michigan Avenue 


ee S. 8 CAN PAT OFF 


Pr d for 
UNIFORMITY © OPACITY + INK AFFINITY + STRENGTH 
PRINTABILITY * COLOR AND FINISH 


5 8 CAN. PAT. OFT. 
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Goldman Doubles 
Budget for Playclothes 


Having doubled the advertising 
appropriation for its line of play- 
clothes, Goldman Company, Balti- 
more, Md., will launch a campaign 
in eight national magazines. The 
drive will begin in December to tie 
in with the cruise period, but the 
bulk of the copy will be placed 
from February through June of the 
new year. 

In addition to the regular Freshy 
line of playclothes, the company 
will introduce a new line of Junior 


playclothes, styled for Judy Gar- 
land, motion picture star. On the 
schedule are Fashion, the Fawcett 


Screen Unit, Mademoiselle, Picture 
Play and Vogue. Norman D. Waters 
& Associates, New York, is the 
agency. 


Bliss Leaves “PM” 

Robert L. Bliss has resigned as 
promotion manager of PM, New 
York tabloid newspaper, and assist- 
ant to Ralph Ingersoll, editor, to be- 
come director of organization of the 
America First Committee, Chicago. 
The purpose of the committee is to 
urge impregnable defense _ for 
America first. 


Grant WIBA 5,000 Watts 


WIBA, Madison, Wis., has been 
granted permission by the FCC to 
increase its nighttime power to 5,- 
000 watts. A new directional an- 
tenna will be placed in operation 
simultaneously with the power in- 
crease. 


CENTENNIAL 


40 aw amet aw INSTITUTION £08 100 haat eae 


A CENTENNIAL MESSAGE FROM 


PARK a TILFORD 


le lhese whe prefer beller Whiskies 


wame PAG e 


Added to the regular newspaper drive 
for Park & Tilford liquors is this special 
centennial copy. 


Centennial Copy 
Added to Park 
& Tilford Drive 


New York, Nov. 5.—Supplement- 
ing its regular product campaign 
now running in 75 cities, Park & 
Tilford Distillers, Inc., this week 
released special institutional copy 


AN IMPRESSIVE RECORD! 


Over 700,000 manufacturers’ items 
have been placed on _ pantry 
shelves, in bathroom cabinets, in 
the nursery and the boudoir, 
through the influence of Cradle 
Car Service. May we help you to 
obtain these additional users for 
the products in which you are 
interested? Full data upon request. 


; lhe Cradle (an Sewiee, Sne 


457 N. Kingshighway St. Louis, Mo, 


calling attention to the company’s 
icentennial celebration. Follow- 
ing the appearance of spreads 
ljand single pages in six New York 
| newspapers, the drive will be ex- 
tended to other key cities through- 
}out the country. A spread in The 
|New Yorker is also included in the 
|new schedule. 

| “A Centennial Message from Park 
| & Tilford to Those Who Prefer Bet- 


ter Whiskies” is the dominant head- | 


line in the institutional drive. The 
copy then proceeds to describe the 
growth of the company from its 
founding in 1840 to the present. 


| 


|Charles M. Storm is the agency in | 


| charge. 


| Already operating with its biggest 


\advertising budget, estimated at 50 
|per cent over last year’s total, the 
|new phase of Park & Tilford’s pro- 
| motional program will probably 
|bring newspaper expenditures to 
‘almost $600,000 for 1940. 


A. D. Heckox Retires 


From “Saratogian” 
Arthur D. Heckox has retired as 


Saratoga, N. Y., after 50 years in the 
newspaper business. 


editor of the paper, who has served 
it in various capacities for 39 years. 

In consequence of these changes, 
Kenneth K. Burke, now national ad- 
vertising manager of the Albany 
Knickerbocker News, is to be made 
business manager of the Saratogian. 
Both of these are Gannett news- 
papers. 


Playtair Heads Yankee, 


Colonial Sales Promotion 

Robert S. Playfair, formerly with 
Carl Byoir and Associates, New 
York, has been appointed director 
of station and sales promotion in 
the new Yankee and Colonial Net- 
work departmental arrangement, 
coordinating all phases of publicity 
and promotion for the two networks. 

Other appointments in the de- 
partment include Carleton McVar- 
ish, research; Al Stephenson, pub- 
licity, and Fred McLaughlin, 
special events. 


Appoints Black President 

W. M. Black, former vice-presi- 
dent and general sales manager of 
the American Manganese Steel Di- 
vision of American Brake Shoe and 
|Foundry Company, has been ap- 
| pointed president, succeeding W. R. 
|Crocombe, who remains as _ presi- 
|dent of the American Forge Di- 
vision. 


| 


Elect Jacobson 


Don L. Jacobson, 
founders of the Chicago Venetian 
Blind Company, has been elected 
its president following a reorganiza- 
tion. 


one of the 


you get farth 


, | "HE SQUAD listens intently to the scout's 


report. In crashing a line or a market, 


er when you know just what 


° . 7 . . -| «f- 
youre up against. We consider it our responsibility to 


present an accurate picture of the factors that can con- 


tribute to the successful use of spot radio advertising in the 


markets wer 


epresent. 
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National Representatives of Radio Stations 


CHICAGO NEW YORK 


10 N Michigan Ave $41 Madison Avenue 


DETROIT ST. LOUIS 


New Center Building 4553 Paul Brown Building 


LOS ANGELES 


Chamber of Commerce Bldg 


SAN FRANCISCO 
608 Russ Build-ng 


general manager of the Saratogian, | 


Selected as his | 
successor is W. Howard Moody, now 
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Lee H. Bristol, v.p. in charge of adv., Bristol-Myers Co., who is 
one of the few radio sponsors on speaking terms with a microphone, 
is slated to appear on NBC’s “Behind the Mike” show soon. . . 

H. A. Mitchell, v.p., McCann-Erickson, wrote a letter which PM 
published. The letter complained against the paper’s mention of 
“Borax furniture houses.” He pointed out that this unfavorable use 
of the word “Borax” is unfair to the agency’s client, Pacific Coast 
Borax Co. The editor’s reply was: “High-powered advertising agen- 
cies notwithstanding, PM will call borax houses borax houses.” . . 

If it isn’t one son of E, J. Finneran, director of sales & adv 
National Dairy Products Corp., who gets his name in the papers, it’ 


WINTER? IT'S STILL GOLF TIME 


This foursome of traveling golfers includes the officers of the Winter Golf League 
of Advertising Interests, gathered on the St. Andrews Golf Club course in New 
York to discuss plans for the 34th annual meet of their organization, which will 


be held in Palm Beach, Jan. 18-25. Left to right: R. P. Clayberger, Calkins & 

Holden, president; Elmer Rich, president of the Simoniz Company, vice-president; 

H. B. LeQuatte, agency head, chairman of the membership committee; and 
Ray McCarthy, Ray McCarthy Advertising Service, secretary. 


another. Son Bud’s football feats at Cornell have been duly chron 
icled, but son Emmett also made the public prints by holding draft 
No. 158—first out of the fishbowl. Emmett, who is also with Nat’! 
Dairy, is unmarried and a likely army prospect. . . 

Peggy Stone, of International Radio Sales, is one of those lucky 
ladies able to get away for a fall vacation. She’s just back from a 
Caribbean cruise. . . Frank W. Meyer was feted by his co-worker: 
upon completion of 52 years with Standard Brands, Inc. S. H. Davis, 
grocery merchandising mgr., presented a desk calendar and scroll 
Meyer’s reply was that he would gladly serve another 52 years. . 

Chief art director at Buchanan & Co. is a well-known Mexican 
artist known as Armando. He even signs his checks with that singl« 
name. But when he registered for selective service, his full name of 
Armando Araujo was disclosed. He has never had any formal art 
training. . . 

William S. Paley, president of Columbia Broadcasting System, is 
on a six-week aerial tour of South America with Paul W. White, CBS 
director of news programs, and 
Edmund Chester, newly-ap- 
pointed director of Latin Amer- 
ican relations. . 

Ernie Roscher, chairman of 
the annual stag of Chicago Post 
170, American Legion, which 
electrified the advertising frater- 
nity last year, announces that the 
1940 renewal will be held Dec. 
6, probably at Chicago Towers 
Chup... 

November Motor Boating 
has an article by R. O. Baum- 
rucker, of the Hays MacFarland 
agency, Chicago, telling about a 
cruise he took to the Bahamas 
out islands where duck hunting 
was a part of the bill of fare. .. 

Major Edward A. Davies, 
v.p. of WIP, Philadelphia, and 
president of the Philadelphia 
chapter, Reserve Officers Asso- 
ciation of the U. S., has been 
elected a member of the advisory 
board of the American Defense 
Society. . . 

Ray C. Schroeder celebrated 
his tenth consecutive year as 
“Mr. Fixit” on WIL, St. Louis, 
Nov. 1. The program is spons- 
ored by Fels-Naptha soap... 

Herbert I. Segal has been appointed chairman of a commit © 
of the Advertising Club of Newark, N. J., to select Newark’s « 
standing citizen of 1940. Others on the committee are Patrick ‘| 
Feeney, a.m., Newark Evening News; Carl K. Withers, pres., Linc 
National Bank; Alexander Harris, v.p., Art Metal Works; Frank © 
Conklin, Jr., board chairman, Newark University; Arthur F. Egr ©. 
pres. Newark Museum; Herbert S. Waters, pres. Advertising C! 
Harry J. Auth, pres. Essex Engraving Co.; Harry Wapshare, | 
Newark Sunday Call, and Douglas Gessford, secy., Advertising Clu! 

Donald Chattuck, export s.m., Carter’s Ink Company, Cambri 
Mass., is on a 20,000 mile airplane visit to 22 Central American, S 
American and West Indian countries. . . Francis L. Shea, s.m., ! 
bour Welding Company, Montello, Mass., was married Oct. 19 
Katherine Brodbine, of Beechmont. . . 


CAUGHT IN THE ACT 


Last week this department carried ‘¢ 
news of the marriage of John Yon 
Horson, Young & Rubicam merchan: s- 
ing department manager, and DeV« 
Zimmerman, former Y & R_ public * 
This week we present the proof. 
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ADVERTISING AGE 


NEW "GLASS" 


Louverglas, new material developed by 

E. |. du Pont especially for lighting fix- 

tures, appears as a transparent sheet 

with tiny hair lines when viewed head on, 

but as a translucent surface when viewed 
at an angle. 


British Columbia 


Continues Drive | 
for Tourist Trade 


| 

Victoria, B. C., Nov. 7.—British 
Columbia will use United States | 
publications as usual in 1941 to ad- | 
vertise its tourist attractions, ac- 
cording to Major H. Gordon Smith, 
head of the provincial tourist de- 
velopment bureau. No campaign 
has been worked out yet but it is 
expected to resemble previous cam- 
paigns. 

3ecause, due to war restrictions, 
Canadians will be confined to Can- 
ada for winter recreation, British 
Columbia is using space in No-| 
vember Canadian publications 
promote its milder climate. Copy 
emphasizes facilities for recreation 
in that province. The campaign will 
run until January. 

Publications being used include 
Toronto Star and Telegram, Prairie 
Farmer, Toronto Saturday Night, | 
Toronto Globe and Mail, Ottawa 
Journal, Free Press, London, Ont.; 
Spectator, Hamilton, Ont.; Winni- 
peg Free Press and Tribune, Cal- 
gary Herald, Edmonton Journal, | 
Regina Leader-Post, and Saskatoon 
Star-Phoenix. The Canadian Pacific 
and Canadian National railways 
and the Harrison Hot Springs Hotel 
also are conducting campaigns. 


John Wanamaker Merges 
Advertising Departments 


Consolidating the operations of its 
Philadelphia and New York stores, 
John Wanamaker has announced 
the merging of the advertising de- 
partments under the direction of 
Kar] Knipe, director of advertising 
ind publicity for the Philadelphia 
store 

Robert Haydon Jones, director of 
idvertising and publicity for John 
Wanamaker, New York, will be re- 
tained in an advisory capacity. 


to | 


Koenig to Frankel-Rose 
Koenig Medicine Company, Chi- | 
ago, proprietary medicines, has ap- | 
oir ted Frankel - Rose Company, | 
hicago, to handle its advertising. | 


—_—_ | 


Jern types now availat 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 


Promotion 
Review 


In the belief that their messages 
are good for more than just one 


|special occasion, the San Francisco | 


Examiner is sending out reprints of | 


a series of advertisements pub- 
llished during National Newspaper 


Week. Exceptionally strong in eye- 
appeal, the series drives home the 


lesson of freedom and the impor- | 
tance of an uncensored press, not 


only as the right of newspaper pub- 


lishers, but as the possession of 
every American citizen. 
+ * * 


Just what The Journal, Portland, 


Ore., does for national advertisers | 


in the way of merchandising coop- 
eration is shown in an unusually 
complete and interesting fashion by 
means of several envelopes, 10x12, 
one for each merchandising service, 
held together in a cover with re- 
movable staples. In each of these 
are tear sheets of editorial, Trade 
News, Ad-Viser and retail tie-up 


exactly what has been done to help 
promote his product in the Portland 
market. 
- * ~ 

If you wondered, recently, how 
the laundryman found your busi- 
ness address, you soon discovered 
that the shirt wasn’t your shirt, but 
a promotion piece from Station 
KSFO. Cut to look like a fresh- 
laundered one, and printed on stock 
resembling fabric, the piece tells 


| the story of a sponsor’s gratitude for 


| cooperation, showing the advertiser under that word of the title. 


a campaign that sold 
ord time. 


shirts in rec- 
* ~ +. 


Ladies’ Home Journal shows, in 
an attractive booklet, that “a fellow 
can start small and get big results 
if he knows how to start.” 
drawings of a baby and strong-man 


Brush decorated 


| 


er Rice a + — 2 - 
eRe 
inside pages, printed in red and 
black, are illustrated by airplane 


views of the area. 


* 


The reaction of its readers to the 


unconventional make-up  inaugu- 
rated with the October issue is 
shown in a couple of pamphlets 


which are being sent out by Ameri- 
can Home. Both reproduced in 


photo-lith on white stock, the first | 
| contains 


an introductory explana- 
tion of the format change and re- 


produces numerous letters from 
readers concerning their feelings 
}about the change. The _ second, 


introduce the idea, with the follow- | 


ing pages devoted to success stories 
of several small-space advertisers. 
* * * 

“So Much Velvet” is the title of 
a piece issued by Station WRC, 
dealing with population growth in 
the Washington, D. C., trading area. 
The white cover is a French fold, 
with the outside sheet die-cut to 
show an actual piece of red velvet 
The 


smaller in size, provides more let- 
ters—a single day’s mail, it points 
out. This has an attractive cover 
with hand-written ex- 
pressions in black on a vertical band 
of bright red. 


Albuquerque Rates Up 


The Albuquerque Publishing Com- 
pany, Albuquerque, N. M., has 
issued a new rate card announcing 
a rate increase from 9 cents to 10 
cents a line for the Albuquerque 
Journal and from 11 cents a line to 
12% cents for the Journal and 
Tribune combination, effective Mar. 
31, 1941. 


The Ohio Supreme Court has been 
asked to reverse a decision of the 


|lower courts holding unconstitu- 
tional a law prohibiting barbers 
from advertising prices for their 
services. The case arose in Cin- 
cinnati where the state board of 
barber examiners suspended the 


licenses of two barbers who adver- 
tised the price of hair cuts. 


Sylvester Joins Curtis 
Elmer L. Sylvester, former Mid- 
western manager of Forbes Maga- 
zine with offices in Detroit, has 
joined the Detroit staff of the Curtis 
Publishing Company and will rep- 
resent the Ladies’ Home Journal. 
Appoints Edelson 
| The Southwestern Retailer, Dal- 
|las, has appointed the Edelson Or- 
ganization as its Chicago repre- 
| sentative. 


Meee 
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, QUALITY REPRODUCTIONS 
|: FOLDERS * BOOKLETS 
CATALOGS 
500—(8'/,"x11") copies — $2.63 
Additional 100's — 22¢ 
Quantity Runs Lower 
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S PROCESS COMPANY 
S LAURE 480 Canal St., N.Y. C. 
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DON LEE WINS THE 


COAST 


\\ 
DON LEE 
SCORES 
AGAIN! 


CONFE 


DON LEE 


Don Lee carr 


on the P 


Network B - 
NetworkC - 
Network D. 


ies better than 
acific Coast than 
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THE SCORE 


Pacific Coast Regional Accounts 


‘RENCE 


24 Hours Per Week 


° . si we 
; 1/2 Hour 
regi 


50% more 
all other ne 


9 Hours Per Week 
urs Per Week 


Per Week 


onal advertising 
tworks combined. 


In a year when upsets seem to be the rule, it’s perfectly natural for Don Lee to break 
through with the year’s most exciting win . . . the championship of the Pacific Coast Con- 


Don Lee plays the kind of ball that brings action at the cash register. 


wow LEE 


THE NATION’S GREATEST REGIONAL NETWORK 


1076 W. 7th St., Los Angeles, Calif. 

THOMAS S. LE 
LEWIS ALLEN WEISS, Vice -Pres. and Gen. Mar. 
Affiliated with Mutual... Represented by Blair 


BROADCASTING SYSTEM 


ference. But was it an upset? How could Don Lee miss with the strongest and largest team 
(31 stations .. . one within 25 miles of every radio family on the Pacific Coast) . . . with the 
only aerial attack that reaches every home on the Pacific Coast. No wonder Don Lee rolled 
up a much larger score in regional network business than all the other Pacific Coast teams 
combined (note the score board for actual figures). And do the rooters love it! They’re the 
boys who judge results by actual sales. Is it any wonder that the Pacific Coast dealers and 


distributors (the local experts, who really know the local teams) prefer Don Lee when 


E, Pres. 
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EVEN SWEETHEARTS CHANGE 


Sad Saga of 
Mary Pickford, 
Cosmeftician, Told 


"America's Sweetheart" | 
Venture Fails; Revised 
Attempt Planned | 


New York, Nov. 7.—Despite the | 
fact that the initial effort to build | 
a cosmetic business around Mary | 
Pickford’s personality has been 
marked down as a failure, America’s 
erstwhile sweetheart has been billed 
to fill a starring role in a new mer- 
chandising plan now being devel- 
oped, ADVERTISING AGE learned to- 
day. 

The new line of Mary Pickford 
beauty preparations, to be | 
placed on the market, will probably | 
be geared to appeal to a more ma- | 
ture audience than the young) 
women who account for the bulk of | 
cosmetic purchases. The reasoning | 
advanced for this procedure is that 
the impression of Miss Pickford as | 
a glamorous star is not as firmly | 
entrenched in the mind of today’s | 
youthful movie-going audience as in 
the consciousness of those who hold 
fond recollections of the stars of | 
yesteryear. 

Mary Pickford Cosmetics, Inc., 
was launched with considerable 
fanfare about three years ago, when 
it was disclosed that Miss Pickford 
had a yen for the beauty prepara- 
tion business and that she had care- 
fully refrained from endorsing any 
cosmetics while she was still active 
in motion pictures in the hope that 


soon 


— 
Back in 1906, when Kellogg's corn flakes made their appearance, “the sweetheart 
of the corn" also made her appearance. A 1940 model sweetheart was chosen to 
reign over the harvest festival at the Tuscola, Ill., corn carnival, with Kellogg 
coming through with a college scholarship. Here's the winner, holding up a 
modern sweethoart display piece, while Earle Hamilton, of the Ketterlinus Com- 
pany, which produced the 1906 version, holds up that famous trade character. 


she could cash in on her reputation 
later. The actress was elected presi- 
dent of the company, H. J. Emptage 
resigned from the Andrew Jergens 
Company after 17 years of service 
with that organization to become 
vice-president and manager of the 
inew enterprise, and Campbell- 
Ewald Company was selected as the 
Pickford advertising agency. 
Estimated $150,000 Spent 

The venture was all set for a 
crashing entry into bigtime cosmetic| Carlova manufactured the Pick- 
merchandising. A fair-sized maga-| ford products. Charles Oestreich is 
zine campaign was launched, tests| managing head of the Landers and 
were conducted in newspapers and | Carlova companies, which manufac- 
pat local radio stations, outdoor lo- | ture numerous private brand cos- 
cations were purchased in several] metics that enjoy extensive distri- 
cities and Mary Pickford beauty | bution in syndicate stores. Among 
preparations seemed destined toO|these products are the Elizabeth 
take their places on cosmetic coun- | Post line of creams sold through the 
ters throughout the country. S. H. Kress chain. Landers jumbo 

Beginning in the fall of 1938 and | size talcum powder is one of the 
continuing through 1939, $101,000| biggest sellers in the syndicate 
| was spent by the company in na-| store field. 
| tional magazines while newspaper, Pulling Power Lost 


radio, outdoor and point of sale pro- ‘ 
lmotion boosted With the Landers-Carlova tie-up, 


close to the Pickford company esti- 
mate that about $250,000 went into 
the venture. Miss Pickford is be- 
lieved to have contributed only a 
nominal amount. The man behind 
the business is said to have been 
Elliott C. Carter, of E. C. Carter & 
Sons, New York importer of lace 
curtains, who also controls the 
Lander Company and Carlova La- 
boratories, cosmetics manufacturers 
with plants in Binghamton, N. Y., 
and St. Louis. 


| 


Continuous Coverage - 
Full Time-- 


| 


ONLY 


A this figure to an : : 
3 co estimated $150,000. In the spring|Mary Pickford Cosmetics, Inc., be- 
ae LU M BIA }of 1939 Campbell-Ewald Company | lieved it had an open sesame to the 


relinquished the account and there- |S¥"dicate store field, but this type 


after the company placed its adver- ; 
tising direct. But by midyear The Pickford products sold for 
liquidation began and, although the | about 60 cents and the only distri- 
firm still maintains offices here, al} | bution obtained was in department 
efforts during the past 12 months | 5t°res. Syndicate store men point 
have been in the direction of dis. | out, however, that many cosmetics 
| posing of stock on hand. are launched through 
stores and, when consumer accept- 

Cosmetic Maker in Background ance has been obtained, prices are 
Exact figures are not available|lowered and volume secured 
but merchandising men who were through syndicate stores. In the 


STATION 


in the slate! 


"HE KATZ AGENCY 
National Representatives 


is 


of distribution was never achieved. | 


department | 


Network Billings (223, °c" ore" fh 
. y ,128. 
Soar to Heights be a first 10 months of : 


year, cumulative billings of 

three networks reached $78,140, } 
la figure 16.7 per cent greater t 
\the $66,951,008 business hand 
|during the same period a year |; 


on Election Wings 


New York, Nov. 6.—Given a sub- 
stantial boost by a barrage of po- 
litical oratory, billings of the three | October was the biggest month i, 
national radio networks soared to | history for both NBC and M 
an all-time high of $9,840,450 in Oc- |while Columbia’s volume for 
tober, according to figures obtained | month topped any previous Oct 
today from the National Broadcast-| The following table gives mon: 
'ing Company, Columbia Broadcast- | and cumulative billings for all 1 
|ing System and Mutual Broadcast-| networks, and also percentage 4. 
‘ing System. This represented a | creases: 

% Gain 
Oct. ’40 Oct.’39 in Oct. 
NBC ...$5,045,694 $4,219,253 19.6 
CBS .... 4,010,080 3,366,654 19.1 
| MBS 784,676 428,221 83.0 


22.8 


% Gai 
10 mos 
eT 4 
21 
32 


10 mos. ’40 
$41,054,049 
33,524,370 
3,562,509 


10 mos. ’39 
$36,729,622 
27,536,348 
2,685,038 


Totals ..$9,846,450 $8,014,128 $78,140,928 $66,951,008 16 


Pickford case this technique never 
materialized. 

Miss Pickford is represented here 
as having been an eager participant 
in the formulation of her company’s 
merchandising plans. She was con- 
sulted on every step from the prep- 
aration of advertising copy to the 
chemical composition of the prepa- 
rations. 
| The weakness of the program, 
| however, appears to have been her 
/name’s lack of potency as a lure to Information may be had from U 
young cosmetic buyers who are bet- |Joseph Brown, Room 301, O 
ter acquainted with the current crop | homa bldg., Oklahoma City, Ok! 
|of movie stars. It was recalled here | 
|\that Constance Bennett went) 
| through a somewhat similar experi- Evans to Promote Spa 


‘ence a few years ago when she at- | Ph gy ns Bh En peg? ng go a . 
tempted to hitch her screen person-| cooperating committee of 
ality to a line of beauty prepara- American Committee for Non-P. 
tions. In still another case, Gladys | ticipation in Japanese Aggres: 
Glad, former Ziegfeld glamor girl, has been appointed secretary-m 
sponsored a line of cosmetics which | @8er_ of the Chamber of Comm« 
/managed to take hold sensationally of gone pedro aoe ad } 
|in the syndicate store field, only to mote the spa Saciiities there. 
|peter out later. ‘ 
| Although the backers of the new Unitcast Names Beeson 
Mary Pickford project have not Unitcast Corporation, Toledo, 
|been revealed as yet, it is believed |foundry, has appointed Ste: 
‘they are not the same men who| Beeson, Inc., Toledo, to handk 
|participated in the first venture. advertising. R. J. Faller is account 
'This is based on the fact that PA) mer ge Business publications 
| direct mail will be used. 
|}company other than 


Carlova has | 
been engaged to manufacture the 
lipsticks and creams. The latter, 
|incidentally, will be hailed as a 
|boon to feminine beauty thanks to 
the introduction of a new ingredi- 
ent which is said to aid the skin’s 
‘ween function. 


‘Potter-McCune Offers 
Ad Service to Grocers 


The Potter-McCune Company, 
| Wholesale grocery company operat- 
|ing in the Greater Pittsburgh dis- 
|trict, has developed an “Independ- 
jent Merchant's Advertising Service” 
|which is being offered to independ- 
ent grocers in its district at a nomi- 
nal cost. 

“Although this program is rela- 
tively new with us it already has 
jachieved highly satisfactory results 
both for us and for the 360 inde- 
|pendent grocers who have availed 
themselves of it,” said A. C. Mc- 
|Cune, president. 


“Oklahoman-Times” Chi 


‘Plans Photo Contest 


The Oklahoman-Times Can ‘ra 
Club, an employe organizatio: 
the Oklahoma Publishing Comp 
Oklahoma City, publisher of 
Daily Oklahoman and Oklah 
City Times, is sponsoring a nati 
photographic salon in which all 
tures will be limited to some p)! 
of newspaper work. Any phot ig 
rapher in the country is eligib! 
compete. 


| 


COLLINS 
MILLER & 
HUTCHINGS 


Coutt to Gartinkel 


Leo E. Coutt, formerly production | 
manager for Milton Weinberg Ad- 
vertising Company, has joined Sid- 
ney Garfinkel Advertising Agency, 
Los Angeles, in a similar capacity, 
succeeding Arthur D. Duncan. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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t YOUR BEST INTRODUCTION TO THE RETAIL COUNTERS IN THESE EIGHT INDUSTRIES! — 
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DVERTISING men like to talk about advertising—do they 
also like to read it? 


We think the answer is yes—because five consecutive reader- 
ship surveys among national advertising executives thus far in 1940 
have in each case put ADVERTISING AGE in first place. And 
ADVERTISING AGE carries more advertising than any other pub- 
lication in the field! 


Of course the editorial staff of the National Newspaper of 
Advertising is doing a good job too; and their coverage of the 
important and significant developments in advertising and mer- 


chandising, coast to coast, gives advertising men the fast, authen- 
tic news service the field requires. 


But it is also worth noting that week after week, month after 
month, each issue of ADVERTISING AGE carries a greater num- 
ber of advertisements than any other advertising journal pub- 
lished! If advertising men really do like to read about media and 
the other tools of their business, they know that in ADVERTISING 
AGE they have the greatest and most valuable source of informa- 
tion for advertisers available anywhere in the field. 


We may be wrong—but we are convinced that advertising 
executives do like to read advertising! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 E. Ohio St., Chicago 


SAN FRANCISCO 


330 W. 42nd St., New York 


LOS ANGELES ATLANTA 
Russ Bldg. Garfield Bldg. 


Walton Bldg. 
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Sr 


140 


ter figure reported by KNX. The 
radio figures represent local busi- 
ness only. 


Roundup Shows 
I] 

Wide Use of Copy 

. + pa Brie Rs ee sg Aral 

in Election ong ror ore age 


MILWAUKEE — The 
Journal reported an 


year compared to about 10,000 lines | 


(Continued from Page 2) 
increases. The following linage fig- 
ures for all Los Angeles dailies 
show an approximate 40 per cent 
loss: October, 1936, 41,658 lines: 
October, 1940, 25,77 Novem- 


25,772 lines; 
ber, 1936, 36,840 lines; November, 
1940, 


for the same 1936 period. 

While definite figures were not 
available, it was reported that the 
newspaper’s radio station, WTMJ, 
also showed an increase in non-net- 
work political advertising for the 
same comparative periods. The 
strongly competitive presidential 

Meanwhile, radio stations, while | race coupled with a three-way con- 

reluctant to reveal the actual dol-| test for governor in Wisconsin as 
lars and cents value of the increases, | well asa closely contested senatorial 
reported political business increases | race were believed largely respon- 
for the same period ranging from| sible for the increase. 
15 per cent to 140 per cent, the lat- With only October figures avail- 
able, the total volume of political 
advertising carried by the Milwau- 
kee Sentinel through election day 
indicated a dip over the same pe- 
riod four years ago, while political 
non-network advertising over the 
paper’s station, WISN, was ex- 
pected to show a gain after Novem- 
| ber records were completed. 


19,820 lines. 


Substantial Gains 


KANSAS CITY—Increases in po- 
litical advertising which in some 
| cases mounted to over 200 per cent 
were reported by newspapers and 
radio stations of this city and Kan- 
sas City, Kan., for the period from 
Oct. 1 to Nov. 4. 

In Kansas City, Mo., the Demo- 
crats purchased the largest total of 
advertising linage with an aggre- 
gate of 31,000 lines for the 36-day 


THE FREE 


EVER READY period. The Republican party, dur- 
CATALOG ing the same period, purchased a 
While Today! | total of 15,725 lines in the two pa- 


pers. In the Kansas City Kansan, 
‘only daily Kansas newspaper re- 
porting in this vicinity, the Repub- 
|lican party used 8,246 lines of ad- 
vertising space and the Democrats 
4,942 lines. Thus, the total for the 
‘two cities approximated: Democrats 


156 EAST 26th STREET, NEW YORK. N. Y 


a LABEL do 


That 
Decisive 


Cutting that first tooth is an event of major importance, 
setting the pace for all future growth and development. 


Like other leading key stations throughout the country, 
WOAI "'cut its first tooth’ early in the game, when radio 
itself was still in safety pins and bunting. As radio came of 
age, WOAI matured—being the first in its area to use a 
high-power signal, first with network programs and many 
other improvements which have kept it a Texas leader. 


In eighteen years of public service, WOAI has main- 
tained greater coverage in the Southwest, its loyal listener- 
preference proven by survey after survey. With NBC, TON, 
and popular local programs, WOAI is doing the man-size 
advertising job you are looking for in the Southwest. 


WO Al 50,000 WATTS « CLEAR CHANNEL 
NBC AFFILIATE © MEMBER TON 
SAN ANTONIO, TEXAS 


REPRESENTED Nationally By EDWARD PETRY & CO. 


Milwaukee | 
approximate | 
total of 28,000 lines of political ad- | 


HELPING 6. M. 


|lican copy 
tonio Light this year as compared|dividual with a burning mes 
|with 1936 shot political advertising| would write his own copy, fin 
about 100 per cent over the last! the ad himself, or round up fri 
Presidential year, despite the fact| to help underwrite it. 

jthat October linage in the Express | . ’ 

and Evening News was only about | Radle Statens Swamped 

half as large as in the same month Radio stations had more bus 
four years ago. This year’s linage|from political sources than 

‘from Oct. 1 to election day totaled |could accommodate. Non-net 
of which Republican | advertising over four of Det 


19,190 lines, 
|copy in the Light accounted for | six stations from Oct. 1 th: 
/13,818 lines. The 1936 total for the|election day amounted to $4: 
icity (with November figures for|No comparison with 1936 is ; 
| two papers, aggregating approxi-|able but the recent campaig) 
mately 2,500 lines missing) was|said to have been far in the le 
7,049 lines. CKLW, usually regarded 
Radio time totaled 1,405 minutes | Detroit station although it b: 


for the 36-day period this year,|casts from Windsor, was unab 
with 855 minutes of this accounted 
for by Republican time on KTSA.| regulation of the Canadian go 
This station, which had a total of | ment. 

280 minutes of political oe | ST. LOUIS—Down in ne 
ing during the period in 1936, |pers, up on radio was the ge 
wound up the 1940 campaign with | picture of 1940 political adver 
885 minutes. Figures for 1936 on compared with 1936. Total : 


KABC and WOATI are not available. | paper linage for the 1936 perio: 


| 44.811 lines, and for the 194! 
~ | riod 39,690 lines. KWK carrie 
jannouncements and 45 qi 
hours, an undetermined inc 
over 1936. KXOK, not operat 
1936, carried about $10,000 


PHILADELPHIA While com- 
parable 1936 figures are lacking, 
radio figures, Philadelphia | 
newspapers apparently carried a| 
huge volume of political adve rtising | 
in comparison with most cities, the 


June Fowler 
and Betty Thompson, acted as hostesses are all 


These two Detroit models, 


at the second annual salon of photog- 
raphy staged by the photographic sec- 
tion of General Motors. They are shown 


dio station political advertisements 
36,000 lines, Republicans—20,000 | on 
lines, and totaled 56,000 lines. 


Gains of 35 Per Cent 


This is an increase of approxi- | 
mately 35 per cent over the 1936 


hei 65.591 lines | 1936. Other stations, unable t 
ey Wey wane | alee accurate figures, all re; 


‘ipeamenss increases. 


DETROIT—Local newspapers and | Southern Cities Quiet 
radio stations did a rushing business | cme gta toi a ee r 
all icles giimeesie @ osinon te. | political advertising during the | quiet reigne on the politica 
Pee Sine doureet vapors ttl waged campaign, Detroit vertsig front here, but bet 
the largest increase of the news- three daily papers nearly doubled | SAins oo ts ee ae ngs 
papers, with a gain slightly in ex- their political linage compared with | Three - ‘tad ts - ger pe 
cess of 100 per cent ‘ | the 1936 campaign and demands | tons sores a tota of $9,01 
Most radio stations reported |UPOn radio stations exceeded avail- ae, much of _ eigen durit 
turning away many pleas for time | able ume. ie , weap aoe oa i ~ the 
to air political advertising. All sta- According to a compilation of the tee _—" of _ meet 1. 
tions reported substantial increases | Detroit News, political advertising roa i ypc pend Se 
over the same 1936 period, both in the three Detroit dailies from _— —— an aie of some 
from a network and local stand-|Q¢t_1 through election day totals = cent ove! 1996. Repub 
point. According to the figures | 118,791 lines, an a of 96.8 | COPY’ Mme aaa in - 
available, the Republican’ party | per cent over the 60,346 lines used cog A pce oe 1936 
purchased approximately 65 per |in_ the corresponding period of the a ee ee 
cent of the time contracted for lo- | !936 campaign. W hile expenditures ATLANTA Atlanta 
cally. are not compiled this linage repre-| showed incalculable 
Here's how the local | Sents upwards of $70,000 on basis gains but negligible 
tions reported: WDAF: complete | Of rates charged. Dollar volume for! The score 1940, Journal. 172 
figures not available. Large portion | 1936 is not available nor can a re-| Democratic, 56 lines indepe: 
turned down due to lack of time. liable estimate be made because of | Democratic: Constitution. 48 
KMBC: little outside of national |V@™Y!ns rates in effect that year. | Democratic, 98 lines indeper 
chain because time was already rhe great bulk of the advertising | Democratic. Neither carried ; 
sold. WHB: (daytime only) a large |"@" in November, the five days of of political advertising in 
percentage of spot announcements. that month accounting for 70 per! There 
Substantial gain over °36; 65 per |°ent of the total. ; tising, 
cent of time purchased by Republi-| By far the larger proportion of ex- 
cans. KCKN: 16 hours outside of |Penditures were in behalf of the 


radio pages, 


Detroit Volume Tremendous 


radio sta- 


SAN FRANCISCO— Media 


naad in the San An- | were not in the picture and an 


take political advertising due * 


Republi 
about $2,00' 


about $1.5 


pape 
percent 
actual gains 


: : . KMOX time was very light de t 

hrist new dahlia known as P . ™ iret ¢ | 

a © "6. uM." , se = Pent tly oad Ogee |network commitments; it carr od 7 
= re ve of Fa-\ hours this year, and 2% hous jr 


was no non-network adver- 
and no Republican cop) 


Rec- 


network purchased by parties. A Republican candidates and repre- 
‘large number of spot announce- | Sented a number of sources, such 
|ments. State and national party ad- jas yon “ illkie clubs, Independ- 
vertising doubled. Divided 50-50 as |® nt Citizens Information Committee, 
to party. | individuals and volunteer groups in 


Ready for you— 
BOSTON’S VOICE 
BOSTON’S CHOICE 


;addition to the party organization. 

At least 75 per cent of the adver- 
tising, according to one publisher, 
was Republican. Often agencies 


Much Republican Copy 
| SAN ANTONIO—A net increase 
lof more than 10,000 lines of Repub- 


| 


RADIO XXX? __ 


Address Box C.0 P 3181, care of Advertising Age 
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E Megnteg 


Make your newspaper advertising pay double dividends » 
the new ATLAS DISPLAY PRINT! That's what Display» © 
are doing all over the country by blowing up newspaper ; 
for window and counter displays. Let this new type disp) 
print focus the full selling power of your advertising wh: 

it does the most good—right at the point of sale—anc 
very LOW COST! Try them and cash in on these dou 
dividends! 


areca ee teenie’ COMPANY 


. 20 HCA 


To Give You An Idea 


of the scale of prices and quantities, 
10 Display Prints enlarged to 24”x386”" 
from one original, $1.70 each—25 at 
$1.40 each other quantities and sizes 
in proportion. Color is not restricted 
to black, but AT NO ADDED COST 
can be blue, brown or red on white. 


Write or phone ATLAS, WHITEHALL 
7575, and let us show you how the 


new Atlas Display Print will help solve 
vour display problem—economically. 


225 MW. MICHIGAN A 
919 HM. MICHIGAN A 
227 MW. LASALLE SI 

. MICHIGAN A 
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| November 11, 1940 ADVERTISING AGE 
= 
x fice copy this year was about the NEW CARRYING CASE 
same as four years ago. 
The three Cleveland newspapers, | 
in the period from Oct. 1 to Nov. 4, | 
report total linage of 58,911 this 
year as compared with 64,868 in 
1936. 
Substantial Gain Shown 
k The four Cleveland radio stations 
’s broadcast 67 hours and 45 minutes 
s} of non-network political time not 
0 including more than 300 spot an- 
& & nouncements, a majority on behalf 
1s = of Republican forces. Democrats 
: The rates for this department are as follows: : : , , : eciees 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and who had not contemplated heavy | 
Py presentatives Available,” 30 cents a line, minimum charge $1. Terms| advertising recognized a strong last) 
, ith order. : ie . P 
d- ate other classifications (single insertion rates): % in., $2.75; 1 to 3 in.,}| minute need in Ohio and booked all | 
t $175 per inch. available time with certain stations. 
a - More could have been sold if avail- 
HELP WANTED POSITIONS WANTED able. 
matin ana Mr. Louis J. Kwartler, formerly Presi- : , 
- "to tataatite woman ry of the National eneuenet Guide PORTLAN D—Portland’s two 
x lence é « 3 Olle e 4 oan . ar > 
a- — - Preferenc e given to party yt py =" I Sta sree a ee tory dailies, which carried 37,409 lines of | 
— : Lanta “tine , Awards Manufacturing an ndus- i , pr . . 
ral S} a > gto to} try “desites connection in aveney as|Political advertising worth $9,569) New carrying case for six-bottle pack- 
. é appearances ant ome -CcO- the as » " } i - . . . 
ing n State Qual, Address copyWriter. Available immediately. |from Oct. 1 through election day, | #9¢ of Mission Vitawater, which is to 
es Bi 189, ADVERTISING AGE, Chgo. Box $187, ADV ERTISING AGE, N. Y. 1936, increased those figures to 53,- be bottled me mapa Nea the Mis- 
: ; ~ Advertising Agency connection d@-| org ):.... . aR ; | sion Ury organization. 
Vas ADVERTISING MAN: Southern Ohio! <ired by young woman: with creative| 2/6 lines and $14,636 in 1940. 9 
pe- Ml gt —~: . OE rs ar ability as assistant in idea, copywrit- Total linage for 1940 in Portland 
Si tu for man under o with 2 to ing & layout 7 yrs. experience com- |}, ' shi ever rhen | ‘e ‘ r k sre avails » ¢ 
177 ye experience writing copy, mak-| mercial art, window dispias denizen & lagged be hind 1936, however, when |ures of any kind are available at 
‘ter ing ish Ron pes ped _ has ry sae Hy production and selling. Past 3 yrs.|linage carried then by since sus-|this date, all newspaper advertising 
; s( inning of promotion ac eS.) ass't to Mer. Printing Co. Knowledge: |... ae . ee a é ol apni : sailed 
ase EX ence in the promotion of Indus-| typography & typing. Recent N. U_| pended News Telegram is counted. | de partments agree that 1940 linage 
y ir tr OGUGLS SESESSTOS.,. Save compete Advt. course. | That paper carried 23,835 lines in| was far ahead of 1936. 
his ex! nee, Startingg Salary and pho- tox 3 / TERTISING AGE, Cheo. 22 : : , | Te "7 » s a = 
iss mre if no dependents. give dratt| 20% 8188) ADVERTISING AGE, Chgo./ 1936, bringing total expenditure in| For the first four days of this 
Dt of ae TISING AGE. Ct Advertising —29—married—9 years ex- | newspapers four years ago to $11,-| month the Post carried approxi- 
“4 Box S4, 2 oR SING AGI. igo perience in production, copywriting, "eae 942 — » ‘ : . ‘ slay » } vo 7 - _ 
d 5 eieates layout & sales promotion. Now Ad\ 476, still less than total in two) mately 12,000 lines of political ad 
aT A ee naia t lit Mer. mfg. firm. Salary secondary to| dailies this year. vertising, the Record-American, 
Sa epresentative by Midwes itho-| position sought. - dra oA fie = — . R P ‘ . . Myra 
up- gra] Must be familiar with vari-| Box 3190, ADVERTISING AGE, Chgo Network radio stations, except for | 4,500, and the Globe, 8,000. Phe 
ted esses and fare aearne | ——— —__——|Mutual’s KALE, reported decreases | Herald-Traveler reports that for 
. xperience, Also ive contacts} TYPING SERVICE |: = : ‘ seine se atid : a . a . = . jae 
whet immediate results can be ob- MANUSCRIPT- pt carbon copy 40% in local time because network com- Se ptember and October of this year 
tained. Give full particulars ~_ per thousand words. Other sorts of|mitments left little available time. | political space was about 62,000 
references. ~_ oe — emergency typing promptly handled : ht tae 2c Se . _ as ; -_— 
Box 3183, ADVERTISING AGE, Chgo.| Will call for and deliver in Loop | NBC outlets KGW and KEX were | line: eptember was a month fo1 
ve mAwaCm At ror Telephone Central 6415, Chicago both off 25 per cent, Columbia’s | primary elections in the Boston 
ad COPY AND CREAT >) y wantes ' , r a a ¢ ie ail are; 
: by Ohio Agency. Outline experience,| REPRESENTATIVES AVAILABLE |°Utet, KOIN, dropped 20 per cent) area 
tia sala equired and send photo in mrst under 1936. KALE, with more room As in the case of newspapers, ra- 
93¢ ett Our organization Knows of| SALESMAN WANTS TO REPRESENT natin : ~ ? leat sti s have mind inte Haiaiel 
tt ertisement. Address _ MANUFACTURER in New York City.|"0rmally than other local network | dio stations have no figures or facts 
sta Box $177, ADVERTISING AGE, Chgeo.| Any good commercial line or bona|stations, reported local business available. The research department 
) it POSITIONS WANTED | possibilities considered we ama |about tripled over 1936. Network 
the lished schemes wanted. If you need| station KXL said its political busi-| ports tabulated 
first ARE YOU INTERESTED in training sales representation ‘in New Tork 


university grad for position in 
bli- ive ing dept? Sales promotion & 
handising exp. Good correspond- 


City, please write me for fur 
formation. 
tial. 


ther in 


E, N. ¥ 


publica 


ness was at least tripled. Another 


Correspondence contiden- | local station, KWJJ, listed increase 


at 13.8 per cent. 
Buffalo Linage Doubled 
BUFFALO—tThe volume of polit- 


ant oS on ee '°| Box 3163, ADVERTISING AG 
cal B 176, ADVERTISING AGE, be hgo. Due to sale of one of 3 industrial pub- 
os sdesiai lications I now represent, I can handle 
the — INDI ere 44 ry ee hy — space sales for one additional 
+c i | pee » 0 as 7 *% Ss oO 
1 Ot (newspaper background) believes his 4 n 


27 years of successful exper 


best suited to industrial pub- 
i eeks opportunity to prove it. 
per » Employed, 40, married 

B ADVERTISING AGE, 


‘ connection, 
rN Sa 


pie Ch80-| Rox 3186. ADVERTISING AG 
ins AVAILABLE: Experienced editorial 
n with established New York offices 

an out of town publisher 


POST CARDS 


industrial publication space - 
References furnished from present 


lence 1? 


Kk, Chro 


PHOTOGRAPHIC POST CARDS 


selling. 


ndent ring best possible Eastern repre-| 2c each in lots of 100 or more. Every | Evening News and the Courier- 
ui tion on whole or pass time basis.|}card an actual photograph High | Express during October and _ the 
} writer, good photographer,| gloss, ferrotyped finish Lettered if] @, . > avec —— 
.ndent nd pleasing personality, _ _ ‘| desired. Send any size photo Grove | first four days of November came 
line Box ADVERTISING AGE, N. Y.| Photo Service, Lafayette, Ind to more than 50,000, double the vol- 
936 ume of 1936. Full-page copy was 
erat rds report shows San Francisco | have figures reported a decline from | frequent and advertising managers 
- lailie linage down from 66,414 | $2,106 in 1936 to $1,865 this year. said a large number of independent 
lines in October 1936 to 41,919 lines groups swelled the advertising 

Rec- & last th, while Oakland declined CLEVELAND — Political adver- volume. 


trom 36,107 lines to 27,962 lines. | tising fell below the level 


to the fact that the 1936 election in-|in advertising by state car 
cluded a referendum ballot on a and their backers. The 1936 
state constitutional amendment. Ra- natorial campaign in Ohio 
lio figures were generally not avail- hot one while the 1940 ra 
ible, but the one station which did |comparatively quiet. Natio 


of 1936 
Much of this decline was attributed | here, due mainly to a heavy drop 


ididates 
guber- 
was a 
ce was 
nal of- 


sing Age 
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N A. CAIRNS 
COMPANY 


TEXTILE 
ADVERTISING 


45 EAST 17th ST. 
NEW YORK CITY 


Advertising Typography 


is far more than just typesetting... 
It is an art that has been developed 
by advertising designers and typog- 
raphers in the last twenty-five years 


PRINTING 


...It is a very definite technique of 

handling that has been developed, 
vith bounded by basic laws of space, mass, 
nen and color, a pattern if you please that 
, has been found to be most effective 
alas in creating attention by having fine 
‘ appearance and inviting reading 
by presenting the message in an 
‘ ‘ derly fashion that is easy to read. 
: . orderly fas y 


MBER OF ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA 


"AITHORN CORPORATION 
AY AND Ad-Setting + Engraving + Printing 
500 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 


Ohio and adjoining territory.| ical advertising in newspapers and 


1 
}on radio stations here showed a 


tremendous gain over 1936 volume, 
lalthough actual figures were not 
lavailable at all sources. 

Total political linage for’ the 


Buffalo Broadcasting Corporation, | 


operating two stations here, re- 
ported that Democrats placed $1,345 
worth of local advertising during 
the campaign and Republicans $2,- 
304. This was a wide increase over 
the 1936 level, figures for which 
were not immediately available. 
|Three other broadcasting stations 
| here reported substantial increases 
lin political advertising volume over 
| 1936. 


PITTSBURGH— Despite the fact 
that radio got the lion’s share of 
every political advertising dollar 
spent during the recent Presidential 
campaign, both by the parties and 
individual candidates, the three 
Pittsburgh daily newspapers car- 
ried a considerably larger volume 
of political advertising for the 1940 
campaign than for the 1936 cam- 
paign 

Linage Up 


The Press reports political adver- 
tising published from Oct. 1, up to 
and including election day, 
amounted to 19,309 lines, and the 
Sun-Telegraph reported 19,500 lines 
during the same period. 

The Post-Gazette had no figures 
readily available but reported the 
volume of political advertising car- 


ried for the 1940 campaign consid- | 


erably larger than that for the 1936 
contest. 

Major Pittsburgh radio stations 
were unable to furnish accurate fig- 
ures but indicated that the amount 
of money spent for radio time by 
local party organizations in behalf 
of their national ticket was substan- 
tially greater than that spent in be- 
half of the 1936 Presidential candi- 
dates while that spent by individual 
candidates was little, if any, more 


BOSTON 


While no accurate fig- 


four days of November, compared 
with 26,271 lines for the correspond- 
ing period of 1936. 

All five radio stations refuse to 
furnish figures, but generally re- 
port increased time commitments, 
except where lack of available time 
interfered. Station WKRC is be- 
lieved to be one of the few stations 
in the country which had its elec- 
tion broadcasts sponsored, Bruck- 
mann Brewing Company purchasing 
the entire election evening. 


Stringent Dental 
Ad Bill Voted 
Down in Arizona 


Phoenix, Nov. 7—Arizona voters 
rejected by a vote of nearly 2 to 1 
Tuesday a_ legislative proposal 
which would have placed a long 
list of restrictions on dental adver- 
tising—more restrictions than are 
now on the statutes of any state. 

The legislative bill submitted to 
the electorate included bans on 
prices, credit, credit terms, superi- 
ority, guarantees, and free exami- 
nations in dental advertising. The 
dissenting vote leaves on the books 
a dental code which prohibits false 
and misleading advertising. 

Arizona newspapers. circulated 
referendum petitions against the 
bill, and conducted an intense cam- 
paign against it 


accounting department of 
timates that WBZ carried about 20 


WBZ es- 


of the Yankee Network has no re- RICHMOND ‘ 
the ba 


cent advertising 
than in 1936, due entirely in- .: ; 
ability same IN VIRGINIA! j 
situation WHODH. 


CINCINNATI—The three dailies 
here report 33,492 lines of political 
advertising for October and the first 


PAUL HH RAYMER CO. NATIONAL BEROTSENTATIVE 


Sundays in the profit-rich 
Profit Half of the New York 


market alone... 


one of the largest markets 


ew York department 
stores are advertising in 
The New York Times this 
year more than they ever did 


hefore . . 


because The Times reach- 
es the women who are New 
York's active customers... 


221,840 weekdays, 414,180 


of goods-hungry women . 

>. 
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reached by any newspaper ° 
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anywhere. © 
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ADVERTISING AGE 


Lever Bros, Puts 
Full Hour on Air 
for Spry, Rinso 


New York, Nov. 6.—Lever Bros. 
Company will have a solid hour of 
entertainment on the Blue network 
of the National Broadcasting Com- 
pany on Tuesday nights beginning 
Nov. 12, when it will take over 
“Grand Central Station,” a dramatic 
program formerly sponsored by 
Lambert Pharmacal Company on 
the Columbia Broadcasting System. 
In behalf of Rinso, the program will 
be aired from 9 to 9:30 p.m. over 
about 46 stations and on the same 
date Lever Bros. will shift “Uncle 
Jim’s Question Bee,” now heard in 
behalf of Spry at that time, to the 
half hour beginning at 8:30 p.m. 
This is the spot occupied until now 
by “Information Please,” sponsored 
by Canada Dry Ginger Ale, Inc., 
which will be shifted to the Red 


network under _ sponsorship of 
American Tobacco Company, be- 
ginning Nov. 15. The “Question 


OPPORTUNITY! 


Are you planning Contest advertising to 
promote your clients’ products? Would you 
like to get your Contest off to a flying start 
We offer you an unparalleled opportu 
publicize your Contest together with details 
and rules before a concentrated audience of 
200,000 contest-minded housewives. Here's a 
specific group of enthusiastic, yes rabid, con 
test entrants who cannot be approached with 
equal directness through any other medium 
Publicize your Contest in—CONTEST TIPS! 
Advertise your Contest in—CONTEST TIPS! 
A national advertiser writes: ‘‘We wish to 
thank you for the write-up that you gave our 


ity to 


Jingle Contest in your September’ = issuc 
ere has been a considerable increase in 
the number of jingles received daily and a 


great many of the entrants have written us 
saying that they learned about our Contest 
through your good publication."’ Consult the 
staff of Contest Tips for assistance in help- 
ing you shape a more effective Contest pro- 
motion. Our years of experience in this fleld 
can aid you in avoiding pitfalls and failures 

can help you make your Contest a bang-up 
success 


Write for a sample copy of CONTEST 


TIPS together with full information 
No obligation 


ENDEAVOR PRESS 


Dept. A-it, 218 Fifth Ave., New York, N. Y. 


| | 
|Bee” is aired over 45 stations. | 
|Ruthrauff & Ryan is the agency. 


Two for Wrigley 


| William Wrigley Jr. Company has 
|renewed two programs on CBS, 
| “Melody Ranch” for Doublemint gum 

and “Scattergood Baines” for Spear- 
|mint gum. The Doublemint pro- 

gram, starring Gene Autry, is aired 

Sunday from 6:30 to 7 p.m. on 68 
|stations, and the Spearmint serial, 
daily from 5:45 to 6 p.m. over 76 
stations. J. Walter Thompson Com- 
i|pany and Neisser-Meyerhoff are 
| the agencies in charge. 


Sunkist Renews 


California Fruit Growers Ex- 
change has renewed “Hedda Hop- 
per’s Hollywood,” heard thrice 


weekly for Sunkist oranges and lem- 
ons. Formerly heard over 30 CBS 
stations, the program will now be 
aired over 40, on Monday, Wednes- 
day and Friday from 6:15 to 6:30 
| p.m. Lord & Thomas has the ac- 
| count. 


Concerts Return 


V. LaRosa & Sons will return the 
“Antonini Concert Series” to the air 
Nov. 12. The program will be aired 
| Tuesday from 8:30 to 9 p.m. over 7 
|stations of the Mutual Broadcast- 
jing System. Commercial Radio 
Service Advertising Agency has the 
}account. 


‘Two to Whipple & Black 


Whipple & Black Advertising 
Company, Detroit, has been ap- 
pointed to handle the accounts of 
Hancock Iron Works, Pontiac, Mich., 
maker of outdoor fireplace skeleton 
units, using direct mail and maga- 
zines; and Brooks Lawn Sprinkling 
Systems, Detroit, using direct mail, 
newspapers and magazines to reach 
home owners and the _ building 
trades. 


Odell Heads Agency 


Emery A. Odell, executive vice- 
president of Coleman Todd & As- 
sociates, Mansfield, O., is heading 
|the agency in the absence of Cole- 
|man B. Todd, a major in the Ohio 
|National Guard, who has_ been 
called to active service at Camp 
| Shelby, Hattiesburg, Miss. 


ROCK ISLAND-MOLINE 


ILLINOIS 


Sl OUR peOPLE 


NAL DEFENSE MARKe,y 


are BUSY, PROSPEROUS and are SPENDING | a 


A NERVE CENTER 
_ of PROSPERITY 


TEAST 
{MOLINE 


ROCK ISLAND 


(ILLINOIS). 


The nationally known Tri-City 
Market rises to 170,000 (1940 
census) of which 100,000 are 
residents of the Rock Island- 
Moline Metropolitan zone— 
THE THIRD LARGEST MAR- 
KET IN ILLINOIS. 


2 
HOME OF THE ROCK ISLAND ARSENAL, KEY DEFENSE 


UNIT, NOW EMPLOYING 


NATIONAL REPRESENTATIVES 
ALLEN-KLAPP.FRAZIER CO 


MOLINE — 
DISPATCH 


The 


MORE THAN 7,000 MEN. 


A MEMBER OF 
ILLINOIS DAILY NEWSPAPER 


ROCK 


ISLAND 
BUS 


= 
ie 
A 


at 


THIS WEEK 


Index of Retail Activity in 


82 Important Markets 


Based on total retail advertising volume in all newspapers 


(Copyright, 1940, by Advertising Publications, Inc.) 
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JANUARY 


FEBRUARY 


MARCH 


~- 


APRIL 


MAY 


JUNE 


JULY AUGUST —_SEPTEMBER 


1Akron, O. ... 
Albany, N. Y... 
‘Atlanta, Ga. .. 
Baltimore, Md. 
Birmingham, Ala 
Boston, Mass. ..... 
Bridgeport, Conn. 
Buffalo, N. Y.... 
Camden, N. J..... 
Cedar Rapids, Ia.. 
Charleston, W. Va 
“Chicago, Il. 
Cincinnati, O. 
Cleveland, O. 
Columbus, O. 
Dallas, Tex. 
Davenport, 
OOM, Gh cccsce 
Denver, Colo. 
Des Moines, 
Detroit, Mich. 
El Paso, Tex..... 
Erie, Pa. 
Evansville, 
Fall River, Mass.. 


la. 


ae 


yy 3.” See 
Fort Wayne, Ind.. 
i, A eee ; 
Grand Rapids, Mich.. 
Greenville, SB. C.ccccsce 
Eeeeees “RUE sceccecess 
Huntington, W. Va 
Indianapolis, Ind. 
Jacksonville, Fla. 
Jersey City, N. J.. 
Kansas City, Kan 
Knoxville, Tenn. 
Little Rock, Ark... 
Los Angeles, Cal... 
Louisville, Ky. 


Lynn, Mass. ..... 
Manchester, N. H 
Memphis, Tenn. 
Miami, Fila. .... 
Milwaukee, Wis. 
7Minneapolis, Minn. 
SNassau County, L. I... 


New Bedford, Mass.... 
New Haven, Conn 
New Orleans, La. 
New York, N. Y.. 
Brooklyn, N. Y.. 
Norfolk, Va. 
«a e 


‘Oklahoma 
Omaha, Neb. 
Peoria, Ill. ...... 
Philadelphia, Pa. 
Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Ore. 
Reading, Pa. .. 
Richmond, Va. 


Rochester, N. Y. 
Rockford, Ill. 


Rock Island, Moline, II! 


Sacramento, Cal. 
San Antonio, Tex 
San Diego, Cal 
Seattle, Wash 
‘South Bend, Ind 
Spokane, Wash. 
St. Louis, Mo.. 
St 


Paul, Minn 
Syracuse, N. Y 
Tacoma, Wash 
Tampa, Fla. 

| Toronto, Ont., Can 
3, -— oe 
Tulsa, Okla 

| Washington. a. & 
| Youngstown, O 


Total 


Akron 


City, Okla. 


Times-Press 


14-Week 


Peric 


rd 


Ended 


Nov. 5, 

10,022, 

7,244, 
13,242, 
18,457, 
10,591, 
16,499, 

7,628, 
13,490, 


3,290 


10,399,5! 
17,444,5 


1938 
741 
827 
228 
144 
S68 
905 
600 
596 


675 


,446 


767 


888 


7,948,335 


11,211, 
7,114, 
5,416, 

15,122, 
8,417, 
8,388, 

10,215, 
2.677, 
6,074, 
9,095, 
4,658, 
7,594, 
5,547, 

14,047, 
6,081, 

13,352, 
7,250, 
1,776, 
2,307, 
8,559, 
7,911, 

19,816, 

11,863, 
6.790, 
3,092, 
9,586, 

10,687, 

12,724, 

11,421, 
2,096, 
2,647, 
7,692, 

16,025, 

50,312 
4,133, 

7,959, 
6,279, 
9,994, 
5,154, 
8,776, 

22,722, 
6,433, 

18,237, 

10,083, 


12,493, 
6.507, 


7,131,2:3 
6,710,2 


10,796.7 


8.018, 


5,998, 


5,738,! 


14,997 


9.536, 


3.4 
408, 
6,095, 


999 
946 
242 
160 
223 
642 
513 
813 
600 
910 
478 
006 
556 
816 
016 
746 
907 
248 
742 
506 
784 
953 
682 
979 
434 
821 
812 
176 
916 
807 
502 


-oe@ 
iat 


042 
704 
606 
399 
616 
683 
268 
982 


506 


7,607 
2.970 


526 


427 


817,188,975 


discontinued 
Chicago Herald & Exam 


Dec. 


discontinued 
Oklahoma News discontinued Feb. 


3 
4 News-Times discontinued 28, 
5 


44-Week 
Period 
Ended 


Nov. 4, 1939 
~ 8,351,169 | 


6,990,493 
14,998,214 
18,655,305 
11,247,940 


16,318,518 | 


8,325,974 
13,181,184 
3,710,587 
4,214,922 
8,611,634 
24,624,159 
13,192,665 
15,087,922 
11,219,541 
17,554,394 
7,921,082 
11,691,254 
7,645,844 
5,452,944 
17,027,333 
8,888,313 
8,052,492 
9,997,174 
2,913,078 
6,851,648 
9,131,293 
5,083,518 
7,362,598 
5,636,030 
14,778,832 
6,745,673 
14,268,546 
7,813,862 
1,810,146 
2,290,519 
9,187,127 
7,853,749 
20,966,681 
12,364,955 
7,05 4,392 
3,843,377 
10,308,886 
10,807,322 
12,174,226 
11,618,471 
2,240,061 
2,686,376 
7,822,794 


16,530,383 


~ 49,738,548 _ 


3,325,609 
8,070,692 
6,857,104 
7,598,500 
4,995,464 
9,309,368 
23,426,510 
6,196,414 
17,178,098 
10,659,525 
8,508,623 
10,744,164 
12,835,851 
6,761,300 
7,064,302 
7,029,442 
6,147,352 
11,184,593 
9.737.084 
4,494,002 
5,644,016 
15,267,030 
9,219,130 
6,450,003 
5,396,210 

5.680.304 
13,562,643 

3.760.002 

7,630,848 
28. 686.587 

6,470,083 


832.745.001 


Aug. 28, 


°4 
1938 


1939 


San Diego Sun suspended publication Nov. 


Aug. : 


95 1939 
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OCTOBER NOVEMBER DECE 


% Gain 


44-Week or Loss’ or Loss 
Period 1940 1940 Week Week 
Ended over over Ended Ended 
Nov. 2, 1940 1938 1934 Nov. 4,1939 Nov. 2, 194 
8,142,797 18.8 2.5 229,537 211,901 
6,590,651 9.0 -5.7 188,996 167,728 
13,234,340 —0.1 11.8 397,908 365,904 
19,112,422 + 3.6 + 2.5 550,431 555,868 
12,006,620 +13.4 + 6.7 312,914 291,788 
15,375,402 — 6.8 5.8 ~ 486,047 _ 412,637 
8,740,820 14.6 +5.0 225,708 286,188 
12,888,492 1.5 2.2 359,638 319,562 
4,597,840 + 39.7 29.9 111,695 110,554 
4,000,915 —).7 -5.1 100,688 84,420 
8.670.761 9 0.7 195,118 220,080 
24,173,388 6.4 1.8 582,274 580,626 
13,900,653 +-7.3 5.4 394,221 322,637 
15,653,931 21.7 3.8 398,448 442,201 
11,123,571 + 7.0 0.8 276,063 265,422 
16,878,956, 3.3 3.9 459,103 ~ 249,993 
7,981,750 +-O0.4 0.8 205,310 227,178 
11,936,744 + 6.5 2.1 344,528 346,108 
7,262,646 + 2.1 —5.0 171,166 177,442 
5,624,152 3.8 3.1 163,294 133,207 
17,846,335 ~ + 18.0 + 4.8 464,996 489,220 
8,893,130 5.6 +0.1 262,098 204,032 
7,927,458 5.5 —1.6 197,792 215,236 
10,322,793 + 1.1 +3.3 227,318 235,900 
2,967,828 +10.9 +1.9 72,979 83,649 
7,558,390 + 24.4 10.3 154,336 169,400 
9,316,434 +-2.4 +-2.0 241,451 230,636 
5,457,370 +17.1 +7.4 122,448 151,020 
7,753,116 + 2.1 + 5.3 173,094 184,534 
6,310,891 +13.8 + 12.0 118,458 184,255 
16,248,650 $15.7 +9.9 ~ 876,854 490,770 
7,080,352 +16.4 +5.0 190,481 182,492 
15,289,493 + 14.5 +-7.2 410,662 391,818 
8,245,832 + 13.7 +55 196,056 210.588 
1,840,607 +- 3.6 +1.7 55,077 47,617 
2,564,534 11.1 12.0 ~ 61,096 62,251 
9.028.670 +5.5 —1.7 259,000 288,260 
8,262,436 + 4.4 +5.2 230,482 244,370 
20,532,184 +- 3.6 2.1 465,749 500,206 
12,505,035 + 5.4 +1.1 354,261 379,750 
7,704,440 13.5 + 9.2 ~ 139,510 209,300 
3,651,905 + 18.1 5.0 97,530 89,980 
11,038,398 + 15.1 + 7.1 318,822 298,760 
11,672,691 + 9.2 8.0 319,046 508,735 
13,155,014 +3.4 a | 368,680 342,538 
10,483,785 8.2 9.8 314,565 276.964 
2,117,447 +1.0 —5.5 67,738 85,3 
3,074,610 + 16.1 +14.5 77,854 27,792 
8,141,518 5.8 + 4.1 186,732 195,07¢ 
16,893,533 5.4 + 2.2 420,418 386,921 
$9,160,042 3.3 1.2 1,287,048 1,308,22 
2,972,127 28.1 -10.6 78,298 77,08 
8,793,176 +10.5 +9.0 213,094 258,118 
7,573,054 + 20.6 4+-10.4 188,513 190,162 
5,725,592 —32.7 -11.5 167,692 185,318 
5,067,083 —1.7 1.4 188,944 122.7 
10,141,007 + 15.5 +89 305,029 331,68 
24,441,345 + 7.6 + 4.3 696,068 646,33 
6,868,610 +-6.8 +10.8 156,422 195.00 
17,859,156 2.1 + 4.0 484,204 458,8 
9,708,020 —3.7 8.9 262,010 263,64 
9,099,937 +12.4 6.9 265,174 246 . 
10,868,606 6.0 +1,2 250.334 63 
13,006,648 + 4.1 +1.3 341,562 390,08 
7 3,604 + 12.2 L&.0 146,636 184,15 
4a 446 0.1 +10 182,728 204.7 
6. R45 +3.8 0.9 215.460 147,98 
6 9,957 +19.7 + 5.2 142,631 153,45 
9,315,418 13.7 16.7 284,214 302, 
10,054,980 + 25.4 + 3.3 273,868 256,56 
#,590,911 23.5 + 2.2 109,526 123 
»,492,764 4.3 2.7 161,602 129 
15,485,975 4-3.3 +1.4 384,610 379 
1,003,352 5.6 —2.4 233,006 238 
6,554,223 +0.7 +1.6 251,797 257 
9,612,208 + 10.3 + 4.0 184,310 192 
6,532,710 +29.3 15.0 190,582 19 
12.684,755 13.2 6.5 335,033 341 
3,648,344 +5.8 3.0 104,412 102 
8,000,530 3.6 4.8 200.732 197 
29,244,114 0.6 1.9 773,166 79 
7,046,297 +15.6 +8.9 163,156 18 
845,212,496 3.4 +1.5 22,320,531 22.52 
1938 6 Atlanta Georgian and Sunday Americar 
28, 1939 lication Dec. 17, 1939. 
7 Minneapolis Star and Journal merged A 
8 Newsday, new publication, launched Sept 


WAOV Makes Debut 


WAOV, Vincennes, 


watt station owned by 
| Newspapers, made its debut Oct. 22. 


Ind., 


a 100- 
Vincennes 


TORONTO 
MONTREAL 
WINNIPEG 
LONDON. Eng 
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Agencies Ask 
Radio Committee 


to Amend Code 


(Continued from Page 1) 


pro.rams; and commercials of 2:30, 
3 a: 4 6 minutes on the correspond- 
ing nighttime programs. 


Code Wins Praise 


(niy one agency voice was lifted 


in roval of the provisions of the 
co is it now stands, all others 
O} ng regulation with varying 
decr-es of conviction. This single 


agency representative contended 
that any contest or children’s offer 
which could not be made clear to 
the audience in the allotted time 
does not belong on radio. He said 
that standardization, whether of 
commercial time or of the pay of 
talent, eliminates the bane of the 
agency system—unfair competition. 

Another agency man argued that 
there should be no difference in 
length of commercials on day and 
night programs. Ed Kirby, secre- 
tary of the committee, explained 
that the quotas are based on ex- 
perience. The daytime audience is 
comprised chiefly of women, who 


are ordinarily more receptive to | 


commercials than are men or entire 
families. Furthermore, women rec- 
ognize that day is the working time 
for the majority of mortals and 
that sales talks are more appropri- 
ite then than at other moments. On 
the other hand, the evening audi- 
ence often embraces the entire fam- 
ily, which is in search of entertain- 
ment and relaxation after the day’s 
preoccupation with business. 

The agency man countered, how- 
ever, with the assertion that it re- 
quires a certain minimum time to 
sell a product, whether it be at 
day or night. A member of the 
committee suggested that the eve- 
ning listener, relaxed after his din- 
ner, concentrates on the radio pro- 
gram and absorbs a larger 
proportion of the sales talk in less 
time. Another agency man admitted 
that it is often to the interest of the 
advertiser to use short commercials. 


Question of Mathematics 


From another agency represen- 
tative, however, came the argument 
that it is to the advantage of the 
idvertiser, under the code, to take 
two 15-minute programs, rather 
than one one-half hour program, 
though the cost is higher. Two such 
lay-time programs would allow him 
62 minutes of commercials and two 
evening programs would permit 
iim five minutes for promotion. He 
idded that many listeners are in- 


ADMEN FLY TO MEMPHIS FOR RADIO STATION OPENING 


In this group, assembled outside the Chicago & Southern plane which brought them to Memphis for the dedication of new 
studios of WREC, are, in the usual order: J. K. Payne, D'Arcy Advertising Company, St. Louis; Gordon Gray, Katz Agency, 
Kansas City, Mo.; Clair Heyer, Armour & Co., Chicago; Evelyn Stark, Hays MacFarland & Co., Chicago; Lowell Jackson, 
Katz Agency, Chicago; Lou Nelson, Wade Advertising Agency, Chicago; H. L. Hulsebus, Stack-Goble, Chicago; Charles 
Darwent, Armour & Co.; Dan Goldberg, Variety, Chicaqo; G. E. Fromherz, Blackett-Sample-Hummert, Chicago; Ralph 
Bateman, Katz Agency, Detroit; Nate Pumpian, Henri, Hurst & McDonald, Chicago; and Lloyd Nelson, Blackett-Sample- 
Hum nert. 


attack. Mr. Hunter joined the Lar- 
kin Company in 1911 and was a 
buyer for many years. He was 
transferred to the sales department 
|in 1939 and last spring was made 
| Sales promotion manager. 


'Glorify Peanut Jan. 23; 
Offer $1,000 Prizes 


The National Peanut Council, 
| Suffolk, Va., hopes to move 50,000 
|tons of peanuts into consumption 
ithe week beginning Jan. 23, 1941, 
when National Peanut Week will 
be observed. 
| Featuring the event will be a na- 
tional window display contest in 
|}which $1,000 in prizes will be 
awarded for the 10 best windows 
ar the nation trimmed with peanuts 
| 
i 


and peanut products. The council 
will provide retailers with window 
streamers and 
material. 


other advertising 
caine 
|'Winter Campaign 
for Rum Developed 


W. A. Taylor & Co. will use 25 
newspapers in 21 key cities in a 
winter campaign for Government 
|House rum, emphasizing drinks 
suitable for holiday periods. Three 
types of rum will be featured. 

Newly designed labels on all bot- 
'tles will contain a guide for pre- 


The number of radio stations ad- 


| hering to the code came in for dis- | 


/cussion, a member of the committee 
stating that a large majority of the 
important stations observe its pro- 
visions carefully. The smaller sta- 
tions, it was admitted, have a more 
|serious problem. 

The question was phrased by one 
of those present in these words: 
“Shall we make radio safe for the 
large advertisers at the expense of 
the small?” He asserted that if long 
commercials pay, the radio station 
as well as the agency and adver- 
tiser should favor them. The radio 
men were unanimous, however, in 
reporting that application of the 
code has reduced the number of 
complaints from listeners. 

Better radio writing may be the 
answer, it was suggested. Expert 
announcing also may 
problem. In this connection, a mem- 
ber of the committee quoted the 
classic: “To be immortal, speech 
does not have to be eternal.” 


Evasion Is Charged 


One of the agency men brought 
up the strange case of “Information 
Please,” which he asserted evades 
the code since Clifton Fadiman, the 
;master of ceremonies, describes the 
|'methods under which the “contest” 
|operates, leaving the formal com- 
| mercials to be disposed of by the 
/announcer, No member of the NBC 
| Blue network was present to ex- 
|plain this apparent inconsistency. 
| Some of the agency representa- 
|tives suggested that tests be made 
‘to throw more light on the effect of 


terested in complete information | the length of commercials on the 


bout the advertised product. 
In response to a question, Mr. | 


number of listeners, but no specific 
methods were outlined. One alleged 


Bill said that no restrictions exist | that the radio broadcasters seem to 
it present on five and ten-minute be more interested in protecting the 


programs, but that the NAB is dis- | 
ussir the wisdom of 
me 


BUSINESS IN 
WASHINGTON? 


Mfter a day full of Washing. 
‘on conferences, you'll 
doubly enjoy the modern 
luxury of the Hotel Raleigh. 
The restful comfort of your 
roor The long - remem. 
bere exeellence of the food. 
And ‘he gaiety of the Pall 
Mall Room, the capital’s 
‘Mariest dinner and supper 
rendecvous. Yet so econom- 
ial. Rooms from $3.50. 


C.C.  HIFFELER, Gen. Mer. 


applying |tiser, but the 


public than protecting the adver- 
committee replied 
that experience proves that limita- 
‘tions on commercials help all con- 
cerned. 

Mr. Bill announced at the close of 
the meeting that another session of 
the committee will probably be held 
in New York in the near future 


Neale loins BSH as 
Radio Director 


J. J. Neale has resigned from the 
central division of National Broad- 
casting Company, Chicago, to be- 
come radio director of Blackett- 
Sample-Hummert, Chicago, effec- 
tive Nov. 18. 

Mr. Neale, who has been sales 
traffic manager for the Red network, 
will be succeeded by Floyd G. Van 
Etten, hitherto holding the cor- 
responding post for the Blue net. 
Mr. Van Etten will become manager 
of all Red, Blue, spot and local 


Bure, 
“fj commercial traffic for the division. 
Appoint DeLisser-Boyd 
. e DeLisser-Boyd, New York, . has 
‘ff been appointed national advertising 
—a representative by the following Vir- 


PENN: YLVANIA AVENUE AND 
Ora gy i.W., —— 


ginia newspapers: Leader and 
News-Leader, Staunton; News-Her- 
ald, Suffolk; News-Record, Harri- 
sonburg; Star, Winchester: and 
Virginian, Covington 


solve the) 


JOHN T. WHITE 

Colorado Springs, Colo., Nov. 4.— 
John T. White, secretary-treasurer 
and member of the board of direc- 
‘tors of the Alexander Film Com- 
pany, was fatally stricken by a| 
heart attack while at his desk | 
|Tuesday afternoon, Oct. 29. Mr. | 


‘years old. He had many inventions ae added Citieads teal 
lin the metal art field to his credit. |®8°M°y, Das addea \ulinart  *rod- 
|He was also a leader in civic and 


| paring rum drinks. Charles W. Hoyt 


j . . . % ‘ , . > ag _— 
Ronson lighter which it manufac-|CoMpany is the agency. 


tures, died at his home near Long "¢ 
Branch, N. J., Nov. 2. He was 69 Pokrass Adds Two 
Martin A. Pokrass, Chicago 


ucts, Chicago, marshmallows and 
: ; cleanser, and Hydro-Tex Corpora- 
charitable affairs, and was narrowly | tion, Chicago, bathroom specialties. 
defeated for mayor of Newark in!The Culinart account will be in 


White had just returned from a 1912 |charge of Theodore T. Shafton and 


strenuous business drive through 
several Southwestern states. The} 
attack followed soon after his arri- | 
jval at the home office. Aged 41, 
his death closed a 16-year career 
with the company, during which he 
rose from the bottom rung to the| 


post of secretary-treasurer in 1936.| died Oct. 16 


Ed Foster has been appointed to the 
post of secretary-treasurer, 
Verne Cheever takes Mr. White’s 
/place on the board. 


MAYNARD BOYCE 
Los Angeles, Nov. 4. 


neer in transportation advertising 
jin Southern California, who died 
Oct. 29, were held here Friday, Nov. 
1. A native of Michigan, Mr. Boyce 
had been connected with advertis- | 
ing firms in Los Angeles and Long | 
| Beach for the past 25 years. At the | 
\time of his death he was president | 
‘of Maynard Boyce, Inc., transporta- 
|tion advertising firm 
the Southern California area for the 
Los Angeles Railway and the Pacific 
|Electric Railway companies. From 
,1916 to 19°95 Mr. Boyce was affili- 
ated with tne Pacific Electric Rail- 
ways Advertising Company. In 
1935 he organized his own company, 


the Boyce Motor Coach Advertising | 


Company, operating in Long Beach 
j}and the Santa Monica bay area, and 
early this year formed Maynard 
Boyce, Inc., in Los Angeles 


THOMAS H. FRYER 

New York, Nov. 7—Thomas H 
Fryer, a member of the national 
advertising staff of the New York 
Times, died yesterday at his home 
in St. Albans, L. I. He had been ill 
for 10 months. He was 55 years 
old and had been with the news- 
paper for more than 22 years 

After attending a business col- 
lege, he served for a time with 
N. W. Keane Advertising Agency 
before joining the Times as a clerk 
in 1918. He became assistant to the | 
advertising manager four years la- 
ter, and in 1934 was made business 
office manager. He was transferred 
to the national advertising staff in 
| January, 1938. 


New York, Nov. 5.—David Sha- 
piro, publisher of Jewish Day since 
its establishment in 1914, died here | 
Nov. 2 at the age of 68. Until a 
year ago, he was also active as a 
metal and lamp manufacturer as 
partner of Shapiro & Aaronson 


LOUIS V. ARONSON 

Newark, Nov. 5.—Louis V. Aron- | 
son, founder and president of Art| 
Metal Works and inventor of the | 


F LAYOUTS 
and | LAWRENCE D. HUNTER | LETTERING 
Buffalo, N. Y., Nov. 6.—Lawrence ILLUSTRATING 


|his home here Nov. 4 after a heart 
Funeral | 
rites for Maynard Boyce, 63, a pio- | 


representing | 


DAVID SHAPIRO 


| will use newspapers, radio, direct 
) mail, premiums and displays. Hy- 
dro-Tex will be in charge of Robert 

Louisville, Nov. 4.—Vaughan T.|Eidinger and direct mail, display 
Spencer, editor of the Kentucky|and national magazines will be 
Farmers Home Journal, and secre- | used. 


tary-treasurer of the American! 
f% STRIBLING Zisoccaves 


Agricultural Editors’ Association, | 
ADVERTISING 


VAUGHAN T. SPENCER 


D. Hunter, 49, sales promotion man- 
ager of the Larkin Company, died in 


RETOUCHING 


CENTRAL 9503 


140 South Dearbers Street, Chicage fli 
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he New York Times 


publishes the biggest share of New 
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York's upstairs department store 
advertising (everything but bargain 


hasement goods) 


because The Times reaches the 


women who are New York's most 


ee ee ee eS ee ee 


active customers. . 


221,840 on weekdays, 414,180 on 
Sundays inthe profit-rich Profit Half 


of the New York market alone... 


one ot the largest markets of ad 
vertising-conscious women deliver 


ed by any newspaper anywhere. 
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$1,500,000 Suit 
Against Adclub 
Settled Amicably 


Minneapolis, Nov. 6.—Once each 
year the bi-weekly clinic meeting 
of the Advertising Club of Minne- 
apolis features a review of Better 
Business Bureau activities given by 
Frank Cramer, assistant manager. 
But at today’s meeting Mr. Cramer 
used as an illustration a $1,500,000 
suit against the club which by pre- 
arrangement had been intercepted 
by the BBB. 

Charges were made against the 
club, its officers, individually and 
collectively, its directors, individu- 
ally and collectively, for damages 


and were made to the BBB by 
Ralph Cornelison, club member. 

It all started when a column was 
started in the local club’s publica- 
tion and a contest announced for 
a name. Cornelison charged he 
submitted the name “Verbi-Age,” 
which the column bears now, but 
didn’t receive the advertised prizes. 
The complaint started when the 
name “Verbi-Age” was selected by 
Fred Fadell, Fadell Publicity Bu- 
reau, who conducts the column. 

Mr. Cornelison, an officer of H. A. 
Rogers Company, brought his own 
attorney and presented proper pa- 
pers and notarized exhibits to con- 
stitute a legal claim for damages 
against actions of the club. Cramer 
took up the cause from there, spent 
all of the clinic session conducting 


discussions on the charges, and | 
| finally settled the suit by having E. | 


|R. Champion, club president and 


Uses College Newspapers 


William Wrigley, Jr. Company, 
Chicago, is using more than 200 col- 


|advertising manager of Investors |jege newspapers, with weekly inser- 


| Syndicate, call it all a draw by pre- 
senting Cornelison with a dime 
store wrist watch. 


Robertson to KMBC 


Miller C. Robertson, a member of 


Worth, for two years, will join the 
sales department of KMBC, Kansas 
City, Nov. 15. 


Appoints Frank Best 


Parker & Battersby, New York, 
cutlery, has appointed Frank Best 
& Co., New York, to handle its ad- 


zines will be used. 


the sales department of KFJZ, Fort | 


tions running through Christmas, 
through National Advertising Serv- 
ice, New York. Copy was prepared 
by Neisser-Meyerhoff, Chicago. 


Detex to Newark Agency 


Detex Watchclock Corporation, 
|New York, has named Advertising 
| Associates, Newark, to direct adver- 
\ising of its watchmen’s clock sys- 
| tems. 


| 
| 


| Marks 90th Birthday 


| The_ Standard-Times 
\cury, New Bedford, Mass., issued a 


vertising. Newspapers and maga- | 90th anniversary edition Oct. 27, 


icontaining 11 sections. 


and Mer- 


1% of Sales for 
Advertising of 


Auto Accessories 


Washington, D. C., Nov. 7.- . 
| ports on financial operations © 19 
|companies making automobile p rts 
and accessories (representing 27 per 
cent of the total volume of th 
dustry), and five corn proc cts 
manufacturing corporations (re re. 
senting 92 per cent of the total © 9]. 
ume of the industry) were rel: seq 
this week by the Federal " ade 
Commission, representing the w ok’. 
contribution to the series of fi xan. 
cial reports being published by the 
FTC. 

The 19 automotive parts and ac. 
cessories companies, with tal 


has grown steadily in 


COSTS LESS! 


SEND TODAY for this 


new broadside. Write on your business 


stationery; address Sales Dept. E 


220 East 42nd Street, 
BOSTON ° 


AN 


INTERNATIONAL 


CHICAGO ° 


CONSULT YOUR 
eel 


Created to do the job that 
business wants done, ADIRONDACK BOND 


favor —for letter- 


heads, office and factory forms and the 
multiple business uses of an excellent sul- 
phite bond paper; it comes in bright white 
and 12 colors, takes fine ink impressions, 


has a splendid surface and ‘feel’—and 


INTERNATIONAL PAPER COMPANY 


New York, N.Y. 
CLEVELAND 


PRINTER 


DIRONDACK BOND 


PAPER VALUE 


Made by the Mokers of 
ADIRONDACK BOND & LEDGER + INTERNATIONAL MIMEO- 
INTERNATIONAL DUPLICATOR « 


SCRIPT 


BEESWING 


INTERNATIONAL TI-OPAKE ¢ C 
TOGA BOOK « SARATOGA CO 


MANIFOLD « TICONDEROGA BOOK « TICONDEROGA TEXT 


HAMPLAIN BOOK « SARA- 
VER « LEXINGTON OFFSET 


sales volume, of which slight! g¢ 
than 6 per cent was represent by 
foreign sales, of $460,750,928, had 
selling expenses during 1939 of <15.. 
525,027, accounting for 3.37 per 
cent of their net sales. Adv: rtis-. 
ing of these 19 companies diiring 
| the year totaled $4,497,027, or 0.98 
|per cent of net sales. 

| In the corn products field th: five 
companies analyzed had total -ales 
lof $109,996,726, of which 6.5 per 
|cent were foreign sales. Sellin. ex- 
|}penses of these companies a 
gated $6,530,073, or 5.93 per cent of 
net sales, and advertising avgre- 
gated $2,791,043, or 2.54 per cent of 
net sales. 

Research and development ex- 
pense in the corn products ‘ield 
amounted to 0.42 per cent of sales 
|whereas in the automotive rt 
land accessories field it accounted 
for 1.19 per cent, considerably mor 
than the advertising expens« 


Strouse Heads ‘Ad Golfers 


F Norman Strouse, of the San Fran- 
|cisco office of J. Walter Thompson 
Company, has been elected presi- 
dent of the Advertising Golf As- 
| sociation of San Francisco. Other 
| officers are: vice-president, Edmund 
R. Dungan, General Fireproofing 
|Company; secretary, Don H. Mc- 
i|Clinton, American Engraving & 
|Color Plate Company, and, treas- 
,}urer, Fred Q. Tredway, Southern 
Pacific Company. 


Directs Army Radio 

| Ed Kirby has been given an in- 
| definite leave of absence as directo 
of public relations of the National 
| Association of Broadcasters to es- 
| tablish and direct the radio depart- 
ment of the public relations d ion 
|of the United States Army. He is 
a former reserve officer in the field 
artillery. 


Topics Adds Two 
| Topics Publishing Company, New 
| York, publisher of Drug Topics and 
|Drug Trade News, has_ purchased 
| Druggists Circular and Druggists 
| Circular Red Book Price List 


| Druggists Circular will be com- 
bined with Drug Topics. 

| . 

Nutt Joins McC-E 

James F. Nutt, formerly wil 
|Arthur Kudner, New Yor has 
,joined McCann - Erickson, New 
York, as space buyer on ! tional 
advertising for the Ford Moto! 


Company account. 
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PHOTOGRAPHIC REVIEW 
: OF THE WEEK 


. WIN TOP HONORS IN ELEVENTH OUTDOOR ADVERTISING ART CONTEST 


Gi’ me the bonnet wi 
the Blue Ribbon on it 


EVE /T-TRYIT- BUY IT! 


First, second and third awards, in order, in the outdoor advertising art competition for 1940. (Story on Page 18.) 


HOW BOSTONIAN ADVERTISING IS CAREFULLY CORRELATED 


AS ing Gouh § 4 


b a ci 


ae 


PS Ne tian 


seat Se a 


out shows how Commonwealth Shoe & Leather Company correlates all of its national and retail promotional ma- 
Prospects for Bostonian shoes are exposed to the same story in five different ways, including national magazine, local 
per, window display, direct mail, and interior store display (not illustrated). Fuller & Smith & Ross is the agency. 


NATIONAL BLUE BLADE SALE FOR GILLETTE 


JO 


Gillette 


BLUE BLADES 
VALUE SDES 


Gillette Safety Razor Company will offer this Thrifty-Fifty pack of Blue blades 

from Nov. 27 to Jan. 27 at the special price of $1.89, instead of the more usual 

$2.45. The offer will be plugged on broadcasts of the pro football champion. 

ship Dec. 8, and the Sugar Bowl and Orange Bowl games Jan. |, all of which 
Gillette will sponsor. 


FIRST ZIGZAG SPREAD FOR STUDEBAKER 


—_—_—- 


BRIDE S 


WOLIbi) | 
SrupeBAKeR 
Lavy Caniser 
‘ “ 


This Studebaker color advertisement in the December American Magazine marks 

the first use of the zigzag spread recently announced by that publication, along 

with numerous other innovations in space units. Roche, Williams & Cunnyngham 
is the agency. 


IT'S DEFINITELY A LAUGHING MATTER 


A jovial polar bear (some say it's Jack Benny's Carmichael) does yeoman service 
for Gulf products in its fall outdoor drive. 


BENSON ADDRESSES SOUTHWESTERN AGENCIES 


Executive officers and guest at Southwestern Association of Advertising Agencies 

luncheon held in conjunction with the annual convention in Fort Worth, Nov. 2 

are, left to right: John Benson, president of the American Association of Adver- 

tising Agencies: Harold Halsell, of Houston, immediate past president; Alfonso 

Johnson, of Dallas, executive secretary; standing, left to right, Otto S. Bruck, of 

Dallas, president; and Rowland Broiles, of Fort Worth, vice-president and general 
chairman of the convention. 
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ADVERTISING AGE 


GEORGE WASHINGTON 


No accurate record of popular vote 


MARTIN VAN BUREN 
Popular vote, 762,978 


JAMES BUCHANAN 
Popular vote, 1,838,169 


ABRAHAM LINCOLN 
Popular vote in 1860 . . . 1,866,452; 
in 1864... 2,216,037 


RUTHERFORD HAYES 
Popular vote, 4,033,768 


eae ¥ 


WILLIAM TAFT 


Popular vote, 7,679,006 


No accurate record of popular vote 


WILLIAM HARRISON 
Popular vote, 1,275,016 


JAMES GARFIELD 
Popular vote, 4,449,053 


JOHN ADAMS 


THOMAS JEFFERSON 
No accurate record of popular vote 


JOHN TYLER 
Vice-President, succeeding 
William Harrison upon latter's death 


JAMES MADISON 


No accurate record of popular vote 


JAMES POLK 
Popular vote, 1,337,243 


AMES MONROE 
No accurate record of popular vote 


ZACHARY TAYLOR 
Popular vote, 1,360,099 


November 11, 1949 
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Whitt LIFE G66 cach week! 


EEK IN,WEEK OUT, each issue 

of LIFE wins a total audience 
of more than 20,000,000 readers* 
—a greater number of people than 
have voted for any but two of our 
31 Presidents in 151 years of our 
history. 

This is more people than ever be- 
fore have read each issue of any mag- 
azine. And it is no flash-in-the-pan 
performance—no matter of chance. 


For LIFE consistently offers 
what millions of Americans today 
have a positive, urgent hunger for 
—illuminating, understandable, 
helpful information about the 
breath-taking world in which 
they live. 


WOODROW WILSON 
Popular vote in 1912. . . 6,286,214; 
in 1916. . . 9,129,606 


CHESTER ALAN ARTHUR 
Vice-President, succeeding James 
Garheld, upon latter's death 


WARREN HARDING 
Popular vote, 16,152,200 


This LIFE does with its unique pic- 
ture-and-word editorial technique— 
reporting, interpreting, clarifying in a 
vigorous way that makes truth and 
reality fresh, easy to grasp, and fas- 
cinating. 


That is why millions are eager 
to pay out more money for LIFE 


GROVER CLEVELAND 
Popular vote in 1884... 4,911,017; 
in 1892... 5,556,918 


BENJAMIN HARRISON 
Popular vote, 5,440,216 


. AN 


CALVIN COOLIDGE 
Popular vote, 15,725,016 


than is paid out for any other 
magazine. And it is why these 
millions like to pass LIFE on to 
millions more to see, read, and 
absorb. 

It is the reason why LIFE has be- 

come so solidly established as a ne- 
cessity of modern American liv- 
ing—and the most potent marketing 
force in America. 
*Scientifically established and reported 
by LIFE’s Continuing Study of Maga- 
zine Audiences. Latest audience totals, 
from Report No. 4: 


COLLIER’'S . . . « « 14,750,000 
LIBERTY . . «© « « « 12,900,000 
LIFE «we et he he 6+ )620,450,000 
SATEVEPOST .. ~«. + 13,050,000 


oe | 


HERBERT HOOVER 
Popular vote, 21,392,190 


JOHN QUINCY ADAMS 
Popular vote, 108,740 


MILLARD FILLVORE 
Vice-President, succeeding Zachary 
Taylor upon latter's death 


WILLIAM McKINLEY 
Popular vote in 1896 . . . 7,035,638; 
in 1900 . . . 7,219,530 


ANDREW JACKSON 
Popular vote in 1828 . . . 647,286; 
in 1832 . . . 687,502 


FRANKLIN PIERCE 
Popular vote, 1,601,474 


Oty 2 Heeidenit have received mee voles 


ANDREW JOHNSON 
Vice-President, succeeding Abraham 
Lincoln, upon latter's death 


ULYSSES GRANT 
Popular vote in 1868 . . . 3,015.07! 
in 1872 . . . 3,597,132 


THEODORE ROOSEVE 
Popular vote, 7,628,8)' 


FRANKLIN ROOSEVELT 
Popular vote in 1932 . . . 22,821,857 
in 1936 .... 27,752,309; 
im 1940 27,000 000 (est. 
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